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Ne Other Shovel Could Give Dealers Such Fast Turnover: The” 


RAZOR-BACK Tubular Shank Shovel with Full-Length Backbone 
is the FIRST and ONLY shovel that combines the best features 
of ALL shovels in ONE type and grade: (1) great strength, (2) 
light weight, (3) deep hang, (4) perfect balance, (5) super- 
smooth finish, (6) popular price. The outstanding advantage is 
that you can eliminate the big investment and complication of 
handling many types, grades and finishes—give your customers 
a FAR.BIGGER VALUE, make yourself a BIGGER PROFIT on a 
90%, to 95% SMALLER STOCK. 

13 Gauge Strength and Resistance to Wear, with Only 15 Gauge 
Weight: RAZOR-BACK is the ONLY shovel forged with a 
LONGITUDINAL backbone and tapered TO THE SIDES. Instead 
of being rolled thin in cutting edge and socket it is actually 60% 
thicker at these points of wear and strain, as well as at the frog. 
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Two inches longer (Il-inch) socket is strong as a steel beam. 


Deep Hang, Perfect Balance: The feel of a strapback without 
the weakness of strap-back welds. 


“Smoother-Than-Polished" Blades: Because RAZOR-BACK is the 
only tapered shovel that is rolled in one heat at an average 
pressure of 345,000 lbs., its finish, whether regular “Ever Wear” 
or bright “Anti-Friction,” is smoother than polished shovels yet 
retains the long life, protective skin that tempering gives to steel. 
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NO RESTRICTIONS 


ON THIS TOP-QUALITY ROPE 


You can buy and sell WAR EAGLE ROPE 
freely and without limitations. It is made from the 
finest Sisal fibre obtainable and is lubricated with the 
same No. 1 cordage solution used in “American 
Superior” Manila Rope. It is just as water-proof and 
just as resistant to rot, mildew and drying out. War 
Eagle Rope is smoeth, flexible and easy to handle. 
Its strength is 80% of first grade Manila rope. 


War Eagle Rope has more than a half century of 
rope making experience built into it. It is the finest 
rope of its kind on the market. It is made in a com- 
plete range of sizes readily obtainable through your 


nearest “American” distributor. 
* * * 


In order to conserve present stock of Manila hemp, the sale of 
Amco All-Weather and American Superior and all other pure 
Manila ropes have been restricted in accordance with the second 
amendment to OPM order No. M-36. 


WAR -EAGLE 
ROPE 


* 


AMERICAN MANUFACTURING COMPANY 


Noble and West Sts., Brooklyn, N. Y. 


western Factory: ST. LOUIS CORDAGE MILLS, se. routs, mo. 


Boston Baltimore Philadelphia Chicago New Orleans Houston 
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GIANTS 


BEHIND A MILLION 


Yale’s 3 Moving Men Can Do a Big Job in Your Store 


IF you display Yale Products—YALE’S Reputa- 
tion wins your customers’ confidence. 


IF you talk Yale sales points—the extra advan- 
tages of YALE Quality in locks, door closers and 
builders’ hardware will make every sale a bigger 
sale. 


IF you use Yale selling aids—you’ll be 
tying up with YALE Promotion, including 


THE NAME YALE HELPS MAKE THE SALE 





SATURDAY EVENING POST advertisements 
which help bring customers into your store. 


TAKE THE IFS OUT OF YOUR BUSINESS 
PUT YALE’S 3 SALES MOVERS IN—TODAY 








THE YALE & TOWN 
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Hardware Age, published every other Thursday by Chilton Co. (Inc.). Entered as secon1- Me's matter, March 24, 1933, at the Post Office at Philadelphia under the Act of 
k & 


March 3, 1879 ( Printed in U. 8. A.) $1.00 per year. Single copies, 25¢ each. Vol. 149, 











the 1942 Ta-pat-co advertising 

campaign, national, regional 
and state farm papers will de- 
liver more than forty-two million 
(42,000,000) advertisements re- 
minding horse and mule farmers 
to... Protect shoulders and pre- 
vent collar choke with Ta-pat-co 
—the collar pad with rust-proofed 
red hooks!” No other item of har- 
ness equipment sold under one 
brand name is as widely adver- 
tised and universally used as 









FREE 4 
DISPLAY WHOA! 


Give this attractive display a good, per- Dont for get 

— spot where it will be seen by Our TA-PAT-CO COLLAR PADS 
Stee a ee 

end need collar pads! If your jobber’s Mi ncelt Cllet Cooke | steal =. That Ss why thousands of mer 
salesman dces not bring you one of ws ‘pal. co Nie? chants in planning their merchan- 





these new displays, write us for it direct. \ A | SF dising programs... 
incaiageeeal LEAD WITH TA-PAT-CO! 


"LEAD WITH THE LEADER" The American Pad & Textile Co. 


GREENFIELD, OHIO 
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There's a Stanley Level to meet the personal 
preference of every carpenter, mason, machinist, 
millwright, repairman and home craftsman. 

Whether he chooses a metal, hardwood, or soft- 
wood type, he can be sure of light, “hand-y” con- 
struction ... sensitive glasses designed for fast read- 
ing. Wood levels are weatherproofed and superbly 
finished. Machinists’ and millwrights’ levels have 
extremely accurate ground glasses. 


Stanley Levels are only one of the complete lines of 
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tools from the ‘“Tool Box of the World’, all made to 
the standard of design and construction that has 
made this the best-known mark on tools... . 


Trade Mark 
Ask for Stanley Tool Catalog No. 34. It’s the 
world’s leading reference book for good tools. 


STANLEY TOOLS 


NEW BRITAIN, CONN. 


1—€ TOOL BOX OF THE WORLI 



























































Model 181 A-ST 


1942 ENGINEERING #5" 


The efficient, dependable and trouble-free service 
given by all Stearns Power Lawn Mowers is proof of 3 
scientific designing and engineering. Ney . fr 


Designed for sale through legitimate channels of 
the hardware trade, Stearns Power Lawn Mowers 



















have given this trade a new source of attractive 
profits. They are real profit-makers—supported by a 


large national advertising campaign. Stock up now, 
Model 421-PT 


while there is a selection available. sasnuestnas ints 


These are simple, dependable items of merchan- $106°° 
dise, free from all tricky or complicated mechanism 
and easily operated by anyone—without experience 
or instruction. In the 1942 line, many of the models 
offer ‘stepped-up’ engine power. 


The complete line of wheel-drive and roll-drive 
models offers cutting widths from 18 to 27 inches. 
All are powered with Briggs & Stratton engines and 
equipped with rubber tires on drive wheels, rollers 


and casters. 
. Model 122 


$49.40 





FREE CATALOG 


Ask Your Jobber 
or Write Us 












Representative Stearns models 
and prices are shown in this ad- 
vertisement. For information, 
prices and discounts on the com- 
plete line, write for Catalog A-2. 


- 























6 HARDWARE AGE 








TEETH 


| 





Pr., 


WORKS: CAMBRIDGE, MASS., U.S.A. mB 
‘P.0.BOX 1071, BOSTON, MASS..U.S.A. 
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The Cortland label on hardware cloth finds 
immediate and unquestioned acceptance with 
nine customers out of ten. 

Most of them have long known the 67-year-old 
reputation of Wickwire Brothers. 

When you sell Cortland hardware cloth, you 
sell a product made completely in the Wickwire 
Brothers mills—from the scientific melting and 
rolling of the steel from which we draw our wire 
to the final steps of coating and inspection. Every 
bale—every inch of it—is made from copper- 
bearing open hearth steel, and is heavily gal- 
vanized with the purest zinc, giving a bright 
attractive finish as well as a sturdy protection 
against the weather. 

Protect your reputation by specifying Wick- 
wire Brothers products when you place your 
next order with your jobber. 


... AND THERE'S A 
67-YEAR REPUTATION TO BACK IT UP 








*EVENLY 
WOVEN 


* HEAVILY 
GALVANIZED 


*BRIGHT, ATTRACTIVE FINISH 


*COPPER-BEARING STEEL 
-.. WHICH RESISTS RUST 
















CORTLAND HARDWARE CLOTH IS FURNISHED IN EIGHT 
STANDARD MESH SIZES...12’’ to 48’’ widths—in even 
inch sizes; also in special grades in plain steel, tinned or 
galvanized wire in a wide variety of meshes and gauges. 
100 ft. rolls (also 50 foot)—Standard and Heavy. 


NOTE: Certain meshes, sizes and types of our wire prod- 
ucts may not be available at the present time, due to simpli- 
fication of production, necessitated by defense requirements. 















WIRE CLOTH © WIRE NETTING © WIRE NAILS © WIRE 


CORTLAND 
NEW YORK 


WICKWIRE BROTHERS, INC. 
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Will 1942 Be Another GOOD 
RED HEAD YEAR? 


We approach 1942 confident that it will be a year quite as great in volume as was 1941. 
All must recognize that raw material conditions will change, of necessity, according to the 
needs of our armed forces. Victory is imperative. Certain items may, temporarily, suffer 
retirement unless a favorable substitute can be developed as some most certainly will. But by 
following these markets carefully we believe we will be able to provide you with merchandise 
of RED HEAD quality to sell profitably. Our judgment will be backed up with a program 
as thorough and outstanding in promotion and advertising as you have been led to expect 


from RED HEAD. 






Stronger than army 
duck, Squaltex weighs 

\% less. Tightly woven from finest 
Pima yarns. Sanforized. Vat-dyed 
to hold color. Zelan waterproofed. 
No other material has so many out- 
standing features. 






















A sandwich of rubber between 







two layers of fabric — placed — swin to 
ONLY where RUBBER is need- — high Named an ton 
ed — that’s the famous Red and easy as if you were 
Head “bone-dry” happy hunt- coatless. That’s bi- 
ing feature. In zouaves swing action for happy 


breeches, pants and coats. hunting. 


Pure wool yarns that assure 
warmth in the face of chilling 
blasts. Combine flexibility and 





‘ There are probably more gun cases and bear- durability. Eye-catching red and 
— word on a. — ing the Red Head Brand in use today ioe teas an black checks. Coat, cap and 
lows up—jus collar—pu all other makes combined. breeches are all available. 


out “hidden hood” — zip it up ‘ t 
and the protection of an Eskimo ‘ = sy Pane a Aaa 
parks is yours. complete selection of covers 
' and cases to fit any gun... 
as well as any pocketbook 

- is available. 


eS 


Loose, slightly long- 
er than regular trou- Re 
sers. Blouses over ‘ 
tops of boots (all 


ae”, Sow oon, a RED HEAD DUCK WATERPROOFING 
elastic knit wool bottom. Ti] Tl 
a SPEAKS COMPOUND 


This unique identification For Leather and Canvas 


; * Now in Handy Display Cartons 
pred tells your customers Backed by Red Head. Made to give satis- 















that the garment to which faction . . . not just to -— —_ to apply 
i 1 s * . « . not messy or greasy. im Zoc CANS «. - 
it is attached is a genuine larger, too. Another advertising campaign 
Red Head Product. Re- starts soon. Have your stock ready. 

Wieet gave views verse side gives salient Light As a Regular Shirt 








Has All the Pockets of 
a Regular Fishing Coat 


wool flannel, in a va- features. Let the Red 


riety of weights. i, 

NEW patterns. NEW Head duck help 
fabrics. Also other you sell. 
materials in a more 
moderate price range. 
Collars and shirts 
fine fitting. 











When it’s too hot to 
wear a regular fish- 
ing coat, keep cool 
in a Red Head Fishing 
Shirt. It’s another Red 
Head hit for stream 
fishermen. Also Red 
Head Fishing Coats 
of “Squaltex,” Twill or Flightex 
with the famous ‘“‘Kuf-Ly-Ne” 
Dresser. 


NEW RED HEAD “GUNOROD" COAT 
A 2-in-1 Coat for Hunter and Fisherman 


Here’s a brand new Red Head coat that promises to 
be a big hit with the hunter that likes to fish (and 
vice versa), because it’s designed with special fea- 
tures for both. Made of Red Head “‘fishuntex,” the 
lightweight fabric that is Zelan treated, vat-dyed, 
and shrink-proof. Moderately priced. 


RED HEAD BIG GAME “MOUNTIE”" 


This new Red Head big game hunting coat provides 
all the protection of a heavy wool mackinaw with 
about half the weight. Here’s comfort that spells 
“happy hunting.” Made of “Squaltex” in a bright, 
attractive red ... lined with a soft, warm wool in 
red and black plaid. A hit in 1941... it will go 
bigger in '42! 





Send for Free Catalog 


RED HEAD BRAND CO. 


4311 W. Belmont CHICAGO, ILL. 
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FOR LIGHTING To speeD [icroRy 












(every DEALER Now can 
HELP HARNESS THE POWER OF 


= BETTER LIGHT TO AMERICA'S 


ae WARTIME PRODUCTION ! 


SIX SIMPLE STEPS THAT WILL HELP MAKE YOUR STORE A HEADQUARTERS 
FOR BETTER LIGHTING FOR AMERICAN FACTORIES AND HOMES 






















































onli a lighting headqua 


filament a m2 c “E ely eal eee ar Bro bohae we dower o% — ants—big o 
wae snodan sale tools like ng ‘em in The oii ¥ eighborhoxc ~ 
the dis ey need mor eli h 
u get fro om yo ur G-E lamp dis str oa ight and cit longer now 
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G-E MAZDA LAMPS 
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Defense workers ought to have right- 

size lamps at home to help prevent eye- 
strain. Why not display the new G-E Right- 
Size Lamp Chart in your store—and use it to 
make sure every lamp you sell is the right 
size for easier seeing. 


Consult your G-E MAZDA lamp distri- 

butor about stocking Fleur-O-Lier and 
RLM fixtures for G-E MAZDA F (fluorescent) 
lamps, tested and certified by Electrical Test- 
ing Laboratories, and designed to help pro- 
duce high lighting efficiency. 




















Ask your G-E MAZDA lamp distributor 

to show you how the ingenious G-E 
Selectometer can help you demonstrate bet- 
ter lighting. Your customer operates it, 
chooses the amount of light he likes best— 
and then you tell him how many footcandles 
he’s picked! 





GENERAL 
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Advertise! Put G-E MAZDA F lamp 
6 stickers on packages and letterheads. 
Use hard-hitting direct mail material you 
can get from your G-E lamp distributor! Use 
newspaper space! You'll find Advertising a 
powerful aid in establishing your store as 
a lighting headquarters. 














@ PUBLIC ACCEPTED © NATIONALLY 
ADVERTISED © PRICED TO PLEASE 


OW, more than ever, you need a 
fast-moving, well-recognized line 
of household products. So look at 
Bia « what Tavern Home Products offer. 
tlre So --.)\ This is a complete line— advertised 
widely in Life, The Saturday Evening 
Post, Ladies’ Home Journal, Wom- 
an’s Home Companion and Good 
Housekeeping. Homemakers every- 
where are learning about the effec- 
ie. SES ag tiveness of Tavern Home Products, 
me ye: and are asking for them by name. 
Send for complete information to 
= — office of 
ocony-Vacuum, or Qo" es 
write to 26 Broadway, Gand Hoses, 


New York City. Re crens F 


free 
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ALSO 
Tavern Rug Cleaner 
Tavern Furniture Gloss 
Tavern Lustre Cloth 
Tavern Leather Preserver 






¢ Another fast-moving prod- 
uct — Bug-a-boo — the Super 
Insect Spray. It’s powerful, 
quick, pleasant to use. Yet it 
won't spot or stain. 

Other Bug-a-boo items — 
Bug-a-boo MothCrystals and 
Bug-a-boo Garden Spray. 








NON-RUB FLOOR WAX «+ PASTE WAX + LIQUID WAX +» WINDOW CLEANER - TAVERN CANDLES - PAINT 
CLEANER - RUG CLEANER - FURNITURE GLOSS + LUSTRE CLOTH + PARASEAL WAX «+ ELECTRIC MOTOR OIL 






PEGA eee 
Se egies . 
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You, too, can MAKE MONEY with 
this NEW KIND OF PAINT! ee: 













FOR STORE 
AWNINGS 








FOR BEACH 
UMBRELLAS 





FOR TENTS 





Setfast Awning Paint gives new color to all types of canvas equipment used out of 
doors and PRESERVES the fabric, adding greatly to its durability. Setfast Awning 
Paint does not stiffen the awning, will not crack, is sun-resistant, water repellent and 
retards rot and mildew. 

Setfast Awning Paint can be brushed or sprayed on. Dries quickly. Covers 
well. Comes in Green, Blue, Yellow, Red, Burgundy, Brown, Tan, Black and 
White. Packed in Quarts and Gallons. One quart covers approximately 60 Sq. Ft." 

Here’s a NEW Nationally Advertised Product it will PAY YOU TO PUSH 
— developed after long research by one of America’s leading manufacturers of 
chemical coatings. Ask your paint or hardware jobber or write direct for Prices 
and Full Details of our unusually attractive proposition. 


@ EASY TO APPLY ®@ DOES NOT STIFFEN AWNING @ WILL 
NOT CRACK @ SUN RESISTANT @ MILDEW RESISTANT @ WATER 
REPELLENT @ NINE COLORS 





FOR BOAT CANVAS 








4 





' Arye Corporation, Dept. G-22 
WN | N G+ {| Fair Lawn, New Jersey 
Send me prices, Swatch Folder and complete 
details on Setfast Awning Paint. 
J Dias capcusinuanponeciceus densadlebibersiucictbcsesnensiiesnaicieeh 
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ARIDYE CORPORATION FAIR LAWN 


A SUBSIDIARY De sce wack as cen? oentaiia B City State 
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WENTY years of experience in answering “Who Makes 
It?” for many thousands of hardware wholesalers and 
retailers has made : 


The Merehandise 
Directory Number 
the “Who Makes It?’ issue 
of HARDWARE AGE 


now in your hands the most dependable and complete quick- 
aid to your buying problems. Make it work for you. 


This 700-page volume is a thorough-going directory of all 
kinds of merchandise sold in the hardware trade. It is like- 
wise a Combined Catalog of the products of over 560 manu- 
facturers including nearly all of the better-known concerns 
selling in this field. 


The “Who Makes It?” issue—both as a Merchandise 
Directory and as a Combined Catalog is tailor-made for you. 
Vake it serve your needs. 
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Concentrated Buying Data 
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These Features 
will help your 
Buying! 
Combined catalog data on 

thousands of products of 


564 leading manufacturers 
(365% pages). 


13,000 Main Product Head- 
ings, Cross References — 
52,000 Listings in All. 


Names and Addresses of more 
than 10,000 Manufacturers 
Along With Their Products. 


748 pages of Concise, Classi- 
fied Hardware Buying Ref- 


erence. 


Listings of Manufacturers’ 
Trade Names and Jobbers’ 
Brands. 


Tables and Charts Which 
Show You: How to Figure 
the Equivalents of “Each” 
and “Dozen” Prices—Net 
Profits—the Selling Price 
of Any Article — Cost of 
Doing Business. How to 
Get a Correct Inventory. 
Glossary of Arms and Am- 
munition Terms. Perpetual 
Price Chart on Nails. Color 
Harmony Chart. Nets of 
Combination Discounts, etc. 
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Take advantage 
of your Local Market 
for Floor-Coverings / 


@ Because women come into your 
store to buy canisters, mixing bowls, 
electric clocks, toasters, radios, paint, 
shelf paper and a thousand other 
items, you are in an excellent position 
to fill their demand for “America’s 
Fastest Selling Floor-Covering”— 
Gold Seal Congoleum Rugs and By- 
the-Yard. 


Everybody knows the famous GOLD 
SEAL CONGOLEUM. It has given 
satisfactory service in millions of 


homes for more than 30 years—and 
it’s backed by the largest national 
color advertising in its field! What’s 
more, the patterns are so beautiful 
that they sell themselves on sight! 

GOLD SEAL CONGOLEUM DeLuxe 
and Superwear together offer you a 
price range that fits any customer’s 
budget. And the pattern variety 
permits you to sell floor-coverings 
not only for kitchens but for any 
room in the home. 

Only a moderate stock is required 
and you can get prompt service from 
nearby distributors. Investigate at 
once——write Congoleum-Nairn Inc., 


Kearny, New Jersey. 


mn 






ae ee ha 
The kitchen above will appear in full color in millions 
of Gold Seal Congoleum magazine pages this spring. 


; CHECK LIST OF 
ADVANTAGES OF 
HANDLING 
GOLD SEAL 
CONGOLEUM 
FLOOR-COVERINGS 


1. Established consumer demand. 


2. Backed by the largest full color 
national advertising campaign 
in the floor-covering field. 


3.A balanced line that fits every 
purse. 


4. Every sale brings a real profit. 


5. Large volume and rapid turn- 
over, 


6. Little space needed for stock. 


7.Floor-coverings lend them- 
selves to colorful displays. 


8. Moderate stock investment. 


HUA NNGAUGSAUDSNSQUSUUU STINSON AUDA INNA ELLIMAN 





CONGOLEUM-NAIRN INC., KEARNY, N. J. 
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SCHALK presents a nation-wide program packed 


with power...with the most lovable trade-character 
that ever put ring and swing into your register 


.. fee Filler! 


‘Make old things do!’’ That’s Uncle Sam‘s national 
anthem to industry in war-time America. And that’s 
right down the Schalk alley. Here are five famous 
‘do-it-yourself’ items that make old things new 
...and make money for you. Here is a campaign 
active on all fronts... loaded with real sales-am- 
munition...and backed by a steady barrage of 
national advertising in LIFE and Better Homes & 
Gardens. Call your jobber and fire away! Schalk 
Chemical Company, Los Angeles and Chicago. 




















NEW MONEY-MAKING OPPORTUNITY FORYOU. | 





N° the new Valet AutoStrop Razor with streamline 
runner guard is available in a handsome “Wallkit” Set 
that’s a sure money-maker for you. Here's an innovation! 
Razor, blades and strop are held in a handsome, compact 
plastic case that adheres firmly to any smooth surface. It’s 
attractive, practical, convenient . an outfit that fills a real 
need and has plenty of sales appeal! And don’t forget, the 
improved Valet AutoStrop Razor, most economical shav- 
ing instrument of its type ever perfected, is a “natural” for 
times like these. Order from your wholesaler now .. . put 
the Valet AutoStrop “Wallkit” on display ... and get your 
full share of extra profits! 


Your Profit Story! 
YOUR COST -:is2° cezisiss:2,, $7736 
YOUR SELLING PRICE .. . 98° 
YOUR PROFIT.........%244 


Boston, Mass. S.A. 


y 














AutoStrop Sales Company, ine. * 
y 
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COMPLETE 
WITH RAZOR, 
FIVE VALET BLADES 
AND STROP 


98° 





AutoStrop “Walikit” 
in red, yellow, blue or 
white plastic,Adheres 
to any sm@oth wall 


surface. Mas built-in 
strop hgok. 














All This Plus The Handsome 
“WALLKIT” Case! | 


@ Here's an outstanding value for your customers. 
The Valet Autostrop “Wallkit” Razor Set consists 
of the latest model Valet AutoStrop Razor, five 
long-lasting Valet Blades and a genuine leather strop 
neatly assembled in the attractive “Wallkit” case, 
fitted with a transparent cover for effective display! 
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Fighter — Fiat G SO 

one of Italy's first fighting mono- 
lanes. Powered with 840 h.p. 
iat A 74 RC 38 14-cylinder air- 
cooled radial motor. Armed with 
two 127 mm. machine guns. Most 
maneuverable of monoplane 


fighters, yet its speed is299m.p.h. 













Japanese Aircraft Carrier 
Fighter—Nakajima 95. Sin- 
le seat. 33-foot wingspan. 
| athe with 550 h.p. Koto- 
buki (Bristol) motor. Maxi- 
mum speed: 215 m.p.h. 


















pec wee yg ed ET the jump on the Axis air-power! Join up with 


fae. Sena America’s thousands of sky-watchers who are 


ong a ready for war duty on the home front. But first. . . 


you've got to learn to spot the German, Jap and 
Italian planes on sight. That's easy, however, with 
the help of these Megow non-flying models. For 
they're accurate down to the last detail! 

In other words, this special, low-priced kit of 
enemy planes is up to Megow’s usual high standard 
of exactness! And what's more, the plans are large 
and easy to follow... the instructions clear and 
readily understandable . . . the materials selected 
for workability and durability. Each model has an 
average wingspan of 6 inches. The scale is %” to 
the foot. And the whole kit of six planes is only 
fifty cents! 


shell guns and two 7.7 mm. 
machine guns. Maximum —_— 
ing : 358 m.p.h. World's 
second fastest airplane—hav- 
ing set a record of 463.945 
m.p.h. 











a 
—— 


\ 


German Fighters — Messer- 
schmitt 109J. Single seat. 
Armed with 4 machine guns 
and 1 cannon. Powered by1150 
h.p. Daimler-Benz DB 601 
motor. Maximum fighting 
speed: 354 m.p.h. Holds 
world’s speed record of 
469.225 m.p.h. 


Write for full infor- 
mation on Megow 
Model Airplanes, 
Ships and Railroads. 








" 
Japanese Army Fighter — . Address Megow, 
Nakajima 96. Single seat monoplane . f Howard & Oxford 
tighter, 27 ae wingspan. Powered >. #, 
with SSO h.p. Nakajima (Jupiter) = | Sts., Philadelphia, Pa. 


motor. Maximum speed: 
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Feature the Teeth with 


SALES POINTS 








Ne @ Saws bought in hardware stores this year will be for im- 

mediate use —for hard important work on defense housing, 
on household repairs to postpone new construction, on farm work to 
keep the Nation's food sources efficient. 

The saws to sell, then are those with sales points that quickly prove 
their quality ... like teeth and blades of Atkins “Silver Steel,” which 
most of your customers know as a sign of sterling quality ... taper 
grinding, skilled smithing, correctly balanced handles... and the easily 
demonstrated clean, easy cutting action. 

When a customer expects to make long, hard use of the saw he is 
influenced more than ever by these Atkins sales points. 


Be. ©€. ATKUWN S AND COMPANY 
410 South Illinois Street, Indi polis, 
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No. 2000 Genuine SILVER STEEL— 
uniform tempering assures increased edge 
holding qualities. Lighter but stiff blade. 
Straight back; taper ground, polished and 
etched. 


Tiake Your Plants Plow lo Feature 
Atkins Silva Stel Saws 
NATIONAL HAROWARE WEEK 


apul 16 to 25 
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*NOW STAR MAKES x 
DOUBLE EDGE BLADES 


Fit All 
Double Edge Razors 


AMAZING 6NX Ol @ ARS 6NX is a symbol representing our secret 
process for the new STAR DOUBLE EDGE 

BLADE! It’s a startling new discovery—a 
Makes Double ti e Razors combination of steel structure, hardening.and 
g tempering, grinding, honing and stropping 

which produces a blade truly amazing in its 
keenness and long life. Not just another good 


Perform Miracles! blade. GNX has undoubtedly created the great- 


est double edge blade of all time! ORDER 
FROM YOUR WHOLESALER TODAY! 
FAIR TRADE PRICE MAINTAINED IN ALL FAIR TRADE STATES 
Star Division, 


American Safety Razor Corp., Brooklyn, N. Y. 




















COST TO RETAILER 
PER CARTON OF 
20 PACKS OF 5 


INTRODUCTORY OFFER: 
Consumer gets one test blade 
FREE. Total 5 blades for 10?! 
After introductory period, retail 
price will be 4 blades for 10¢. 










COST TO RETAILER 
| 05 PER CARTON OF 
. 6 PACKS OF 15 


INTRODUCTORY OFFER: Consumer gets three 
test blades FREE. Total 15 blades for 25¢! After intro- 
ductory period, retail price will be 12 blades for 25¢. 
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TO APPEAR IN: 


| ‘es ‘ Country Gentleman 
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4 Successful Farming 
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Progressive Farmer 
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<f, Concise, authoritative advice 


Ng, installing, and operating 


—— .S. May prevent costly er- 
on for your free copy 


SENDING PROSPECTS "== 
TO DEALERS ... that’s to see about water systems is the dealer 


what the 1942 Fairbanks-Morse Water who displays this sign. 

System advertising campaign is for! Ask your regional F-M represent- 

Every one of the striking, full-page ative to. show you the complete 1942 

ads to run throughout the year in campaign, including the sales-making 

Country Gentleman, Successful Farming, materials which help dealers to profit 

and Progressive Farmer includes a pic- most from F-M national and state 


ture of this new dealer identification farm paper advertising. To be sure of 





sign, just as in the typical ad shown __ seeing him soon, write to Fairbanks, 
here in reduced size. And beside the Morse & Co., Dept. B110, 600 S. 
picture is a sound reason why the man Michigan Ave., Chicago, Illinois. = 


FAIRBANKS, MORSE & C0. 


Manufacturers of Precision Equipment for 112 Years 
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No Stamped or Malleable Iron Wing Nuts for Me. a 


“@? 1 INSURE CUSTOMER SATISFACTION WITH 
i, NATIONAL’S FORGED STEEL WING NUTS! 


Here’s Why atewnd Wing Nuts Are Preferred 


e Forged.from solid steel, to eliminate rough- —_e Each size proportioned to proper torque to 
ness and ragged edges. tighten. Will take heavy tightening without 
eHave a smooth finish. breakage. 
s eAre tapped more accurately. e Special design, for quantity orders, can be 
r | eAvailable in full range of sizes, in coarse supplied to specifications. Also can be 
and fine thread, from No.4 to 4” Diameter. tapped to special sizes and threads. 
NATIONAL OFFERS A COMPLETE LINE OF HEADED AND 
THREADED PRODUCTS FOR THE HARDWARE TRADE 


ait 





BOLTS: Carriage, Machine, Lag, Wagon Box, Truss Head, Countersunk. 
North, Plow, Elevator, Step, 


SCREWS: Wood, Machine, Cap, Sheet Metal, Phillips 
Stove, Tire. 


Recessed Head. 


NUTS: Semi-finished, Slotted, SPRING COTTERS: Regular Square End, Extended 


Castle, Cold Punched, Prong. 
Hot Pressed, Machine 
Serew. A e BICYCLE SPOKES, NIPPLES, TACKS, 
RIVETS: Flat, Oval, a LOn a NAILS, STAPLES. 
SACO ANDO THREADED 


” 


THE NATIONAL SCREW & MANUFACTURING CO., CLEVELAND, OHIO 


wt Cap eo 


" . 
a * i 
4 
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Where trustworthy tools are vital 


Photo Courtesy Caterpillar Tractor Co. 
The roads of a nation are the essential arteries thru 


which its life blood flows. In times of war, they 
become vital networks in the whole defense scheme. 


Millions are being spent on these roads today — 
dollars that go further because of efficient road 
machinery and modern tools. Wherever these new 
trails are being blazed, you'll find Crescent Tools 
helping to open up the way. 

Crescent Tools include adjustable wrenches, pliers 
of all types, hacksaws, snips, screwdrivers, etc., 
etc. They are sold under the “Crescent” and 
“Crestoloy” trade names by hardware and industrial 
distributors everywhere. 


CRESCENT TOOL COMPANY, JAMESTOWN, N. Y. 


CRESCENT TOOLS ‘ 
Give Wings to Work i, 
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Florence has been in business since 1872. We've learned 
a lot in that time—you have to, to stay in business for 
70 years! 

We've learned what the millions of American women 
want most in their cooking, and we’ve given it to them 
not for a single fuel, but for every modern fuel—gas, 
oil, L-P gas, electricity and dual-oven combinations! 
We've learned how to build consistently better ranges—year after year 
throughout the whole seventy! We’ve learned how to give your cus- 
tomers increasingly better, easier cooking . . . how to give you more 
and more to offer! 

_ That experience is working for you now—today! It gives you solid 


a 
FLORENCE ground on which to build for your future. War, shortage of materials, 
Ce business troubles are nothing new to Florence; in 70 years, Florence 


and Florence Dealers have gone through them all successfully, over 
ole Your Cooking and over again! 


Through the years, the very name “Florence” has become a symbol in 
millions of American homes for the best there is in cooking! Florence 
national advertising will continue to keep that name a household word 

































FLORENCE SERVES FOR VICTORY 


... will preserve and increase its value to you as a Florence Dealer. 
FQRDEFENSE At both Gardner and Kan- — ' F . 
) kakee, Florence workers Our technicians are working now to give you even better Florence 


are busy filling important Ranges to sell tomorrow . . . to meet America’s need, to create new and 












War Department con- o8 
tracts. This is in addition better opportunities for you as a Florence Dealer. 
to supplying Florence Remember that 70 years of experience put a firm foundation under 


Ranges and Heaters for 
Defense Housing projects. 





your future! 














DUAL-OVEN 


FLORENCE 
RANGES 


Range for Every Modern Fuel sil 










FLORENCE STOVE CO. General Offices and Plant: Gardner, Mass.; Western Offices and Plant: Kankakee, Ill.; Sales Offices: 1458-59 Merchan- 
dise Mart, Chicago; 45 E. 17th St., New York; 53 Alabama St., S. W., Atlanta; 301 N. Market St., Dallas; 2730— 16th St., San Francisco. 
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“Speed Up” is 


today’s watchword! 


No. 900 operates 
the quick way! 











HEN the call is for quick action, the National No. 900 Door Set responds with 

just a slight lift on a center door handle to start the swift, smooth door action 
as the doors glide up and away safely overhead. Here they are free from danger of 
damage and the entire floor area is left available for the use of the car. 


This is the modern type of garage door set in which your trade is interested. It 
meets all of the requirements of today’s new cars, with their longer wheelbases, 


which require all of the floor space that heretofore has been wasted for parking doors. 


National _—~ 





Nid . % 


The No. 900 is equipped with a simple, efficient 
mechanism composed of heavy vertical springs 
working in conjunction with enclosed pulleys to 
operate the doors. Many exclusive features, such 
as rabbeted joints to exclude moisture, a special 
cam closing device and with most of the hard- 
ware mounted in place, make these sets outstand- it teiedimene caieiihda* ail tae taiahlie 
ing leaders with the trade. Doors are fully glazed 

and can be furnished in a wide variety of sizes 

to fit practically every installation. el — 

Some of your trade may be interested in the less 

expensive No. 901 Door Set, which is an exact 

counterpart of the No. 900 except that the hard- 

ware is not all mounted, although holes are drilled 

for bolts, screws, etc. Doors are furnished in one 

size only, 8 feet wide by 7 feet high, and are either Above—note 


rabbeted joint 
unglazed or have all plywood panels. 


Rest assured that either one of these sets will de- ; 
Information about the complete 


liver the usual National standard of satisfaction. line will be furnished on request 

















NATIONAL MANUFACTURING COMPANY Seriins 
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(Excerpts from October Issue of PLASTICS PROGRESS) 


“ALUMINUM SHORTAGE SIGNALS COM- 
PLETE CHANGE-OVER TO AN IMPROVED 


LIGHTWEIGHT BALANCED UNIT...” 


Vigo STABLE “Almost eleven years 
4 ago Gephart con- 
tacted plastic molders 
for an off-set fish rod 
handle. The plastic industry was young 
then and no custom molder would sanc- 
tion the application because of the limita- 
tions of the few plastic materials available. 
But when present material shortages 
threatened to cut off supplies, Gephart 
re-opened the case 
for plastics and this 
time found enthusi- 
astic support for their 
idea. 

“The new TENITE 
handle is properly re- 
inforced to provide 
the necessary sturdi- 


ness, balance and flexibility which dis- 
tinguish quality fishing rods. Since color 
is part of the material itself, there is no 
applied finish to chip or peel off the 
brown, black or grey handles. Being non- 
metallic, the new handle cannot corrode 
and its light weight assures perfect ‘feel’ 
for the angler.” 
a 


Dealers who have already seen 
GEP’s New 1942 Line, enthusiasti- 
cally predict it will continue to lead 
in quality, sales and profits for you. 
Send today for new catalog and 
arrange with your jobber for an 
early showing of the greatest GEP 
Line in history. 


‘ecrnant ire, co. - Raamuivaammmiamiaae tea incaaaes 
ro’) CEPHART MFG.CO. 


Chicago, Illinois 
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“THE FACE IS FAMILIAR... 
BUT | CAN’T RECALL THE NAME” 


Memories are short. To keep your products 
remembered, you have to keep “selling” 


EW people remember anything very long. 

That’s why it is necessary for you, and for 
us, to keep promoting the products we expect 
to sell in the future—even though they may be 
limited in quantity right now. You can’t expect 
the public to remember the name or brand of 
the products you sell—you hardly can expect 
them to buy from you unless you keep telling 
your story over and over again. 

That’s why we are advertising, month after 
month, to keep your customers sold on steel 
as the best and most economical material for 
roofing and siding. We are keeping the U-S-S 
quality trade-mark alive in their minds—not 
only by our advertising in farm magazines, but 
also in many other magazines read by your 
customers. 

We believe that there will be a big demand 
for steel roofing when the war is over. For years 
the trend in roofing has been to steel. And re- 
duced production will create a tremendous 


backlog of steel sheet business during the emer- 
gency period. 

That’s why it is good business for us to 
advertise steel sheets so consistently during 
this period. And that’s why it will pay you to 
keep in touch with your customers. Sell them 
on steel for economy and long life. Let them 
know that you handle U-S-S Steel Roofing 
and Siding Sheets. It’s one good way to insure 
future business. 


Use these plans to boost future business 


Here’s a sound, practical way to 
hold business. Use the free build- 
ing plans that we offer for dis- 
tribution to your farm trade. 
These plans are in blueprint form 
— ready to use. They include 
plans for poultry brooders, ma- 
chine shed, cattle shelter, and a 
hay barn. Write for your book 
of plans. Address Agricultural 
Extension Bureau, 621 Carnegie 


Bldg., Pittsburgh, Pa. 





FARM PLAN 
SERVICE 











U'S'S STEEL ROOFING AND SIDING 


CARNEGIE-ILLINOIS STEEL CORPORATION, Pittsburgh and Chicago 
AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 
COLUMBIA STEEL COMPANY, San Francisco 


TENNESSEE COAL, IRON & RAILROAD COMPANY, 


Birmingham 
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.-iS Going to Take Lots of Tape 
Get Set NOW with Popular PANTHER & DRAGON TAPES 


Sold Exclusively 
Through Distributing 
Wholesalers 3 Strong Distinctive Green Core 


4 Colorful Attractive Boxes 


1 First to be Wrapped and Sealed in Cellophane 
2 Perfect Adhesiveness and Tensile Strength 


5 A Company in the Insulation Business Since 1878 
HAZARD INSULATED WIRE WORKS DIVISION OF THE OKONITE COMPANY 


Works: Wilkes-Barre, Pennsylvania e Offices in Principal Cities 





PANTHER + DRAGON 






FRICTION AND 
RUBBER TAPES 
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DOUBLE 


Replacing a man with a bayo- 
net in thousands of places in our 
Master 
Padlocks are now on duty, 
providing inconspicuous but indis- 
pensable protection for vital equip- 
ment and stores in the military and naval 
forces, at camps and bases, on ships and 
railways, in warehouses and shipyards, 
in communication systems, at airports 
and aircraft plants, in defense factories 

and industry everywhere. 
In defense as in the 
every-day life of Amer- 
ica, the word Master is 
synonymous with pro- 

tection. 


CASE 





IF WE COULD 
PUT A SKIRT ON YOU 


YOU’D SEE A GOLD MINE IN 


GIBSON 


STRATA-ZONE 


(FREEZ'R SHELF ELECTRIC REFRIGERATOR) 








When salesmen see Gibson from the women’s point-of-view, then selling 
almost isn’t necessary—instead, women BUY. 


Take time to manage the food budget, feed a family, preserve the vita- 
mins, make social contacts and raise a family —and you'll see why 
Gibson answers women’s prayers ... you’ll also see why Gibson’s sales 
progress has surpassed the industry’s average for five consecutive years. 





Half-Minute Sales Manual ! 


(30 Second Reading Time) 


Consider economical quantity food buying— 
Gibson’s Freez’r Shelf construction, with its 
1098 cu. ins. of frozen storage capacity and its 
spacesaving Defrostajar, takes care of that 

. consider the last minute fluster of placing 
food on the table and the interruptions that 
mar the progress of the meal—mention to your 


a) 


prospect that Freez’r Shelf makes it possible 
to make salads hours in advance and keep them 
sparkling cold and delicious until they’re used, 
and to make desserts hours and even days in 
advance, for the family or for the club or for 
evening entertainments. 

Then, if she has youngsters, there’s Gibson’s 
vitamin preservation provided by the new, im- 
proved 1942 Strata-Zone Food Conditioning 


... but why goon? Read the new 1942 Gibson 
Catalog! All this kitchenwise selling informa- 
tion is contained in it—simple, usable, effec- 
tive ... call your Gibson distributor today. 


GIBSON ELECTRIC REFRIGERATOR CORP. 


Greenville, Michigan 
Export Office—201 N. Wells St., Chicago, U. S. A. 
Cable Address: Gibselco, Bentley Code 


Makers of Freez'r Shelf Refrigerators and Kookall Electric Ranges. 


























GIBSON KOOKALL Electric RANGES 


Now women can please families 
AND devote time to defense ac- 
tivities outside the home! Three 
models—for high income, me- 
dium income and low income cus- 

















tomers . . . concealed oven vent 
for cleanliness — Flavortight 
oven seal — “automatic chef” 






oven control (just set it and for- 
get it)—complete meal in one 
Kookall deep well cooker. 


Talk “kitchen” and you'll sell Gibson! 













No. SF-792, bigger than a 7, with the usability 
of an 8... four other models to maintain your 
1242 dollar volume 
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“Usually fencing takes too much time, labor and 
expense to use temporary pastures or change fence 
lines for rotating, but with a PARMAK the 

whole job is simplified.” 








says MERLE LATHROP, LaHarpe, Kans. 


lst Prize Winner in Annual Pasture Competition 


PARMAK 


PRECISION 


ELECTRIC FENCER 


IN USE ON 160,000 FARMS TODAY 


To save money —and make more money than 
ever before—to meet the demands of the “Food for Defense” 
program, use PARMAK whenever you want to change 
fencing, or put up a new fence. Safe, economical, effective. 
Simply drive a few light stakes into ground, string up 
single strand of any wire on hand. Costs only a fraction of 
ordinary fencing. Five models, fully guaranteed and ap- 
proved. Immediate deliyery. 

SEE YOUR DEALER, or write us for name of nearest 
PARMAK retail dealer. 


PARKER-McCRORY MFG. CO., 2609 Walnut, Kansas City, Mo. | 




































Rated Dealers: 


Your inquiries invited regard- 
ing our exclusWe, profitable 
franchise. 












PRECISION 


Write at once fo fi Production for Defense, T 
Genthinn.. ds t full details on our exclusive R i C 
---direct from manufacturer to dealer 


immediate deliveries... profitable discounts e FE Ay e E W Ss 


PARKER-McCRORY MFG. Co. 


*The February j 
y Issues of the nation 
a! Farm Papers will 
carry this a 














*2609 WALNUT, KANSAS CITY, MO. 


d—th i 
le beginning of the 1942 Parmak campaign 
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Eight million 
times 


it’s telling ’em!, 





, Here’s a full-column Nicholson ad you'll see 
shortly. So will millions of other folks . . . 
hundreds of them probably right in your 
trading area. The message is right in line 
with the nation’s conservation program. 
Through the good advice it offers, it aims to 
help you sell more of an essential item 
needed to carry out that program .. . files. 


For years, through frequent, widespread and 
continuous advertising, Nicholson has always 
striven to help the hardware man in the sale 
of files—and Nicholson and Black Diamond 
brands in particular. But this advertisement 
especially is one you should capitalize. 

Use the idea with your file display. Get 
up a “Make ’em last longer” window. Your 
jobber can help you on file stocks. 





NICHOLSON FILE CO., PROVIDENCE, R. 1., U. S. A. 
(Also Canadian Plant, Port Hope, Ont.) 


@ This advertisement will appear in The Satur- 
day Evening Post, Country Gentleman, Successful 
Farming, Popular Mechanics, Popular Science, 
Mechanix Illustrated . . . all leading national maga- 
zines with a combined circulation of over 8,000,000 
and an estimated readership of 25,000,000! 










File Co, 23 
to oo Aco St, Providen : 
o¢ “nadian Plant, Port R. lL, U. = A rae 


$ Hope as 2, ‘ 
Of oF Black Din Ont.) etary S 





34 HARDWARE AGE 











































WARE. 
Pebthed Boor GE 


Editorial and 





Executive Office Advertising Offices 
Chestnut and 56th Sts.. 100 East 42nd St.. 
Vol. 149 No. 3 Philadelphia, Pa., U.S.A New York, N. Y., U.8.A. 





Established 1855, succeeding and embodying “Hardware” of New — 
“Stoves and Hardware Reporter,” St. Louis; “The Western Har ew 
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ESSENTIAL PRODUCTS... AMERICAN CABLE Wire Rope, TRU-STOP Emergency Brakes, TRU-LAY Control Cables, AMERICAN Chain, 
WEED Tire Chains, ACCO Malleable Iron Castings, CAMPBELL Cutting Machines, FORD Hoists and Trolleys, HAZARD Wire Rope, 
Yacht Rigging, Aircraft Control Cables, MANLEY Auto Service Equipment, OWEN Springs, PAGE Fence, Shaped Wire, Welding Wire, 
READING-PRATT & CADY Valves, READING Electric Steel Castings, WRIGHT Hoists, Cranes, Presses... In Business for Your Safety 


} 





Shortages have now become common and we can testify that hardware 
wholesalers are meeting the problem fairly and effectively. ¢ Although their dis- 
tribution of goods is largely influenced by priority ratings, we know that they are 
striving to be fair and impartial, and are not taking selfish advantage of present or 
anticipated shortages. @ In addition they are helping to conserve materials. For 
example, wholesalers, wherever possible, are cooperating with their retailers by 
supplying information which will aid the consumer to get the most out of chain. 
To select, apply, use, inspect and maintain chain to the best advantage. @ This helps 
chain give better service. It lasts longer. The user saves money. And steel is con- 
served. @ Finally hardware wholesalers know that this is a time to sell QUALITY. 
Goods like AMERICAN WELDED AND WELDLESS CHAIN make friends who will stabilize 
business in the future. For users soon learn that AMERICAN CHAIN is safe and pays a 
larger return on the investment. 


AMERICAN CHAIN DIVISION ¢ YORK, PENNSYLVANIA 


AMERICAN CHAIN & CABLE COMPANY, Inc. 


BRIDGEPORT * CONNECTICUT 
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“Welcome Nineteen 
Fortitude” :— 


The above appropriate 
thought is taken from a recent 
issue of the United States 
News. The year 1942 is cer- 
tainly going to call for all the 
fortitude that every American 
can muster. There will be 
many uncertainties to add to 
our problems as business men 
and citizens. There will be dis- 
appointments and setbacks in 
the combat areas and on the 
home front. Consumer goods 
will be scarce. Taxes and other 
costs will be high. It will prove 
a very trying year—— yet a 
year that will give the acid 
test for good management, 
careful planning and cour- 
ageous selling. Necessarily, 
the nation’s major effort and 
its facilities will be focussed 
on victory in the war—but an 
estimated 18 men behind each 
man behind the gun must keep 
the home fires burning; supply 
the implements of war; pro- 
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duce the food and, for the long 
pull, maintain a sound civilian 
economy that will have made 
the struggle worth while when 
peace reigns again. 


Credits and 
Collections:— 


Regulation W takes many 
of the kinks out of competitive 
installment selling, but does 
not effect open account credit 
selling. Further restrictions 
dealing with credits may be 
expected as part of Govern- 
ment’s efforts to curb inflation. 
In self protection, hardware 
dealers should not wait for 
further regulations but should 
completely overhaul their en- 
tire credits and collections set 
up—giving credit more care- 
fully and collecting more ac- 
tively. With much increased 
buying power, wherever de- 
fense work is under way, there 
will be some _ extravagant 


spending and some overreach- 
ing of consumer credits. This 
has always happened and 
seems to be a quirk of human 
nature. Dealers who are not 
careful may find themselves 
extending unwise credit and al- 
lowing too much time on open 
accounts—thinking all of the 
time that they are doing a fine 
business and are, therefore, 
very smart merchants. There 
is always a day of reckoning, 
and that is the time when the 
carefully managed business 
survives the upheaval and 
builds on from that point to a 
new strong position. 


Other Costs:— 


Although unwise credits and 
careless collection methods 
can prove very costly, it is 
probable that increased taxes 
will be the largest single cost 
factor in 1942 business opera- 
tions. You cannot control 
taxes, but the costs of credits 
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and collections can be reduced 
as can other operating costs. 
Under present conditions, 
every dealer is justified in ask- 
ing consumers to pay cash for 
small purchases and to take 
such goods with them. This 
will eliminate accounting, 
credit and delivery costs on 
small purchases, which amount 
to a tremendous part of the 
annual business of every hard- 
ware store. Discouraging the 
indiscriminate return of goods 
and using a minimum amount 
of packing and wrapping ma- 
terials will also result in fur- 
ther savings. Salvaging of 
boxes, paper, string, cases, 
etc., will also help lessen the 
burden of shortages in such 
materials. Such war time econ- 
omies are vital both from the 
defense and the economic 
standpoint, and, when thought- 
fully explained to customers 
and employees, should and in 
most cases will bring about 
the proper cooperation. The 
tire and automobile situation 
will automatically curtail de- 
livery services and so wise 
merchants will start conserving 
their automotive equipment 
now and thus stretch out its 
period of service as long as 
possible. 


Shortages:— 


Shortages are now becom- 
ing very noticeable in both 
wholesale and retail stocks. 
Goods continue to move out 
more rapidly than they can be 
replaced. It is clear that both 
wholesalers and retailers who 
had either the cash or the 
credit have increased their in- 
ventories to the best of their 
opportunities. Current esti- 
mates indicate that most whole- 
salers could almost “live on 
their fat” for from four to six 
months, by which time some 
of the pinch may be removed 
due to better government pur- 
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chasing control, which, it is 
hoped, may release more ma- 
terials and finished products 
for civilian use. Under these 
circumstances, wholesalers and 
retailers will easily sell many 
items that could not have been 
given away two or three years 
ago. A grand opportunity will 
be presented to clean out ob- 
solete or slow moving mer- 
chandise at fair prices. The 
wise distributors, in both clas- 
sifications, will note the dis- 
posal of one time “shelf warm- 
ers” and will eliminate such 
items from future considera- 
tion. If they do their peace 
time future operations will be 
on a more efficient basis. This 
problem is worthy of intense 
study by both wholesalers and 


‘retailers as the hardware dis- 


tributing trade has long been 
handicapped by too many 
sizes, finishes, models, colors, 
etc., which slow up turnover 
and add uneconomic inventory 
investment which results in 
competitive disadvantages. 


New Kinds of 
Merchandise:— 


At best, the hardware indus- 
try will face serious shortages 
in many hard lines for the du- 
ration of the war. To offset 
the lost sales from this cause, 
new merchandise made of 
non-critical materials will be 
added to hardware store stocks, 
and regular goods in this cate- 
gory may permit some expan- 
sion. It is impractical to offer 
many general rules or sugges- 
tions on such new merchan- 
dise, as some individual judg- 
ment must be exercised in each 
store. The requirements of the 
immediate locality; the com- 
petitive situation; the buying 
power of the area, etc., must 
all be considered. For exam- 
ple, adding some line which 
has already been well supplied 
locally or which has _ been 


added by two or three other 
local stores would not be like- 
ly to help the situation. It 
would only tend to spread 
more thinly the sale of that 
particular line in your com- 
munity. It would be wise to 
have an open mind on the kind 
of merchandise which may be 
added, and to keep as well 
posted on new lines as you 
possibly can. This you can do 
regularly by giving particular 
attention to the “What's 
New?” section of each issue 
of HarpwareE AGE which 
brings you promptly, every- 
other-Thursday, illustrated de- 
scriptions of new merchandise 
available for hardware trade 
distribution. 


Services:— 


The dealer who has main- 
tained a wide variety of me- 
chanical services such as key 
making, lock repair work, sim- 
ple electrical repairs, glazing, 
sheet metal work, lawn mower 
repairing and_ sharpening, 
knife and scissors sharpening, 
service work on major appli- 
ances, etc., will doubly appre- 
ciate this department of his 
business during 1942. Many 
families with sufficient income 
to buy new equipment, if 
available, will appreciate the 
suggestion that an efficient re- 
pair job and the replacement 
of worn parts will give ex- 
tended usefulness to appliances 
and other home equipment. 
Repair parts, broadly speak- 
ing, will not be scarce and the 
hardware store without a good 
service department will find 
such an addition a fine invest- 
ment and an adjunct to its 
business that should be con- 
tinued even after the emer- 
gency situation has passed. A 
good service department helps 
sell your store to the commun- 
ity and will be a strong boost 
in your favor in more normal 
times. 
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ide ILCO Ball Bearing DOOR CLOSER The side streets all have “STOP” signs these days . . . because 
This raged rackeand-pinion ball bearing Super Closer ‘Matin Street has become Priority Avenue! 
will deliver, size for size, more power with less friction * * 4 * P 
than any other closer on the market. 
We're in an all-out war effort now. You are... we are... 
everybody else is. We're all in the same boat, and we’re going 
in- to keep it well above water! 
ne- More and more of your business will have to come from 
ey that war effort, in all the lines you carry. In security hardware 
- : and allied lines, your business will come from new housing 
= for war workers, from rebuilt housing projects, and mainte- 
1g, , nance of all of these. 
1B ya on Sens Secntoaiay That’s the set-up now .. . it’s better to take a good look 
li- This modern, efficient liquid closer is built to stand up and see it straight. There’s good business in it for you... 
re under the most severe usage. Accurately adjustable 10 your best chance for business today. 
_ left hand without change of parts. You know that you can depend on ILCO Products—we 
“id want you to know, too, that you can depend on ILCO to co- 
if operate with you in every possible way that will help you 
he through this emergency! 
‘e- 
nt IMPORTANT! 
ae We are prepared to fill your orders promptly for locks re- 
ILCO Universal DOOR CLOSER, No. 650 quired in the war effort. Please be sure to send us a properly 
k. For light MOP accyasg i ti doors. Has sub- executed Preference Rating Certificate, of give us the War 
* stantially the same features as the large ILCO Universal Order Contract Number. This will help us to fill your order 
models. For universal application either right or left . 
rd hand without change of parts. completely without delay. 
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HEN all com- 
n.odities, including labor, are sub- 
ject to scarcity conditions (real, 
psychological, or both), the stage 
is set for promotions which have 


of plenty, is subject to scarcity 
conditions. We sell not one, but 
thousands of items which have 
war implications — using war 
metals, or, as finished products, 
subject to heavy Army and Navy 


and other defense use. Ap- 
































maximum chance of success. We pliances, utensils, tools, builders’ 
are in such a period now. The hardware, rope, insecticides, pow- 
argument against special methods, der, and a lot of other things, right 
“They aren't necessary,” is pop- now in either actual, or potential, 
ular. Many retailers, including scarcity. 

some hardware merchants, are let- Never forget this, though—-sell- 
ting down. Why fight for busi- ers markets are not normal; they 
ness, in a way of speaking, when always pass.* 

it comes without effort—in fact, All hardware stores need to use 
in some lines, there may be dif- promotion. The only sound man- 
ficulty in finding the goods to sell? agement policy is based on aggres- 

The answer is that hardware sive selling—sustained momentum JOHN T. BARTLETT FE 
merchants so situated they need which carries the hardware store, 
have no thought for their sales well merchandised, through peri- 
volume, are not merely few in ods of both short and heavy sup- ee a ee 

cance ipa tical any higher than last year. a 
number, they are practically non- ply. Sa tetas elt aineed wilh ates ts 
existent. Let’s consider a few mer- [here are plenty of hardware sin, ‘Wk neni: laid abies 

. . . . “e . ( ° é 

chant-types, beginning with the retailers who, despite the current iit inniinliacate: Meck ii Ree Aiea 
fag" ° F ° . ‘0 ts ° j Ss 

store doing a big business, mak- scarcity economy, are not “selling 
‘ “s . : a: 9 a lot of people, gone off to the fac- 
ing money, and “selling all the all the merchandise they can get. atin ena Thc ccieien een 
° 39 ° > ) s. BP Ch ‘f 
merchandise we can get. Blixen, for example. He told me a y pay 

ae : ; ye ; ; roll is actually down.” In districts 

rhe hardware trade, in this land recently, “Our sales aren’t running : 

; and neighborhoods spotted about 
, America, are plenty of good stores Pe 
“ i which need to fight for sales—use is 
Newspaper advertising is és ‘eae : “Ses oe : 
Sondumentel.ntet osfen yj gs promotions—as much as last year, ; 
circulars are, in many and perhaps more. 

i i - \! r > ° 

ae vase gmem rs There’s my hardware friend, 
JP fr Brunner. Into his neighborhood 
| os has come a chain outlet. His com 
Se 4 petitive problem is serious. He 
abe can only meet it by adopting a 
—= } promotion policy. | 
ba Hardwareman Bishop seeming- 
ly hit the jackpot—a new defense 4 
yea ; industry has multiplied local pop- 
Le ~ ya) > J ulation many times. Bishop should 
ee a. x ' : ° ° . 
be, * a 5 y sales-promote to maintain himself 
IS Z f at the top of the local independent 
eta bf hardware trade. 
ly ‘ i ; F 
* 73%, Mg In this national defense era, all 
WW —f, ' 
| hardware men should remember a 
an “i promotion maxim. /f sales come g 
3 ‘ : with little effort, carefully-made 
plans, energetically carried out, 3 
“ 
a 
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In Six Parts 


NATIONAL DEFENSE 


Part 6 





Sales Promotion 
in a Scarcity Economy 


By JOHN T. BARTLETT 


Business Research Specialist 


will produce much additional busi- 
ness. It is always easier to make 
advertising, and general promo- 
tion, pay when consumer spending 
power is high than when it is nor- 
mal or low. 

When we return to ordinary 
times, we'll find some hardware 
stores with larger capital and 
stocks, stronger sales organiza- 
tions, dominant in their trade ter- 
ritories. By and large, these will 
be the stores which have a con- 
tinued effective, aggressive promo- 
tion policy. 

During the war emergency, 
there are going to be many items 
we can’t get at all, or in the quanti- 
ties we need. But, increasingly, 
substitute items will be offered us, 
as Yankee ingenuity goes to work. 
Smart hardware men will add new 
lines—and when they do, they'll 
give them the persistent attention 
required to put them over. 

Promotion begins with buy- 
ing — arranging for the mer- 
chandise in supply adjusted to the 
expected sales condition. The best 
job of promotion is always done 
on a calendar basis — working 
weeks, months ahead. Every good 
hardware dealer knows, in a spe- 
cific way, the ins and outs of sea- 
sonal demand. He knows the holi- 
days. He is quick to seize the 
breaks—like the hardware dealer 
friend of mine who sensed possi- 
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bilities in growing tourist traffic, 
put in a large tourist stock, then 
advertised and displayed heavily. 
Did he cash in? Of course. 


Two Promotion 
Principles 

Promotion, once supplies are ar- 
ranged for, splits into two parts. 
One is getting people to store or 
department to look at, or buy, the 
merchandise. There are not one 
or two ways, but many, to do this. 
Newspaper advertising is funda- 
mental—but sales circulars are, in 
many territories, remarkably good. 






















(Don’t let the chain outlets mo- 
nopolize this medium.) There is 
local radio advertising —to be 
urgently recommended in farming 
territories reached by inexpensive 
local stations. (I have reports of 
surprising returns). There is di- 
rect mail—a splendid bet, when 
the prospect lists used are good 
ones. 

The hardware dealer should ex- 
periment, test, until he has a string 
of methods he can rely on for fair- 
ly consistent returns. Whether he 
uses one or more advertising 
media should be determined by 
tests, analyzed. Promotion-skilled 
hardware merchants get up events, 
advertise for results and get them. 

The second and final phase is, 
once the prospect is at store, af- 
fecting the sale. Here window and 
interior displays are vastly pro- 
ductive when handled with skill. 
Again, the principle of experiment 
is capitalized. What spots will sell 
electric clocks to best advantage? 
Where is the best point to display 
carpenter's tools? Merchandise 
left on display at one point may go 


“Store meetings are the sim- 
plest method of coaching 
hardware enrployees in a sys- 
tematic way. Bulletins help.” 
































































“dead,” relatively, after a few days 

-put at another point, where traf- 
fic is heavy, it comes to life. 

General promotion principle is 
the importance of making the hard- 
ware store a newsy place. Can 
you get consumers into the habit 
of “looking around” at your store? 
The hardware man keen for new 
items registers with such shoppers. 
A policy of making minor re- 
arrangements of the stock fre- 
quently—major rearrangement at 
intervals—helps to foster the shop- 
ping spirit. 

Most important of all promotion 
work is with employees. These 
should be cured of the “wait on” 
spirit, infected with a “selling” 
fever. This means, for one thing, 
that they should be stimulated with 
such devices as “hobbies” — items 
selected for special effort. They 
should be educated, as a matter of 
course, to mastery of suggestion 
technique. 

Around every hardware store 
“war salesmanship” should be- 
come a by-phrase—referring, of 
course, to the selling technique to 
use before the various problems 
arising from defense conditions. 
Hardware dealers should hold con- 
ferences with employees, ironing 
out the salesmanship kinks asso- 
ciated with stocks affected by war 
conditions. 

Every hardware merchant 


Aggressive Selling Doubles 
Plant Food Sales ; 


L, GREENSTEIN, owner of the 
e Union Paint & Hardware, 
Union, N. J., really goes after 
volume in an aggressive way. 
Every customer visiting the store 
during the plant food season in the 
spring is asked to buy this mate- 
rial, Suggesting the merchandise 
to customers is a sure way to sell 
lawn and garden fertilizer and 
proof of this is the fact that sales 
doubled as a result of suggested 
selling. 

Displays also play an important 
part and these selling aids are not 
overlooked. One large display of 
plant food is located at the front 
of the store facing the entrance. 
Plant food shown here is displayed 
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should train his employees in “sub- 
stitute salesmanship.” When the 
customer asks for something the 
war has taken off the market, first 
of all say something which com- 
pliments the article wanted, in the 
customer's judgment. Then get 
the substitute item into his hands 
as soon as you can. With this 
basic psychology, you can ease 


over the alternative sale, and the .- 


customer will leave happy. 

Store meetings are the simplest 
method of coaching hardware em- 
ployees in a systematic way. Store 
bulletins help. But the promotion 
program should be “sold” to all 
the workers. Even the. delivery 
man and the bookkeeper should 
take pride in making personal 
sales. 


The Best Method 


Of course, the best of all meth- 
ods to develop high spirit is pace 
setting. Far more effective than 
telling salespeople how to do it, is 
showing them how to do it. 

Should hardware advertising 
capitalize shortages when they 
exist? The answer here seems to 
be largely a problem in taste. The 
dealer who in a flamboyant and 
inflammatory way stimulates sales 
by advertising short supplies is an 
enemy of retailers in general—he 
brings group criticism on us. But 
thoroughly honest and controlled 





in a wire fixture sup- 
plied by the manufac- 
turer and all sizes of 
packages of the prod- 
uct are on display. 

Another display of 
this merchandise is set 
up outside the store on 
Mondays and Satur- 
days, days when store 
traffic is good. 


All sizes of pack- 
ages of plant food 
are shown in this 
display stand sup- 
plied by the manu- 
facturer. The stand 
is located at the 
front of the store 
and directly faces 
the entrance. 





mention of short supplies, or ex- 
pected price increases, is certainly 
proper—the sort of thing that a 
hardware merchant would tell his 
good friend, as a comradely ges- 
ture. 

Good public relations strategy 
is to give some emphasis in adver- 
tising to hardware items which 
have advanced little or none. The 
suggestion conveyed is favorable. 

Newspaper advertising rates 
have not, as yet, gone up apprecia- 
bly; in most communities none at 
all. For direct mail, postage rates 
are exactly the same as before Na- 
tional Defense. While paper and 
printing costs are up somewhat, 
the increases as yet are not acute. 
Generally speaking, it costs 
the hardware dealer very little 
more to advertise today than it did 
a year ago. This is one more rea- 
son why he should not stint on his 
use of advertising in promotion. 

Because factors, including the 
response condition, are much more 
on his side than is usually the case, 
the hardware man can plan pro- 
motions with maximum chance of 
success. He will increase sales. 

In an economical way, he will 
learn a lot of things about promo- 
tion technique he never knew be- 
fore—things that he can retain 
and profit from after the emer- 
gency has passed. 


(All Rights Reserved—Bartlett Service) 
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ndividual Ratings 


by Simple Endorsement 


New forms mandatory after March 1 


| oan 


and extension of individual pref- 
erence ratings has been simplified 
and made more uniform by Pri- 
orities Regulation No. 3. Effec- 
tive Feb. 2, 1942, individual 
preference ratings of the type 
which had heretofore been as- 
signed on PD-1 and PD-3 forms 
may now be extended to suppliers 
and subsuppliers of the producer 
who receives the rating by a sim- 
ple endorsement on purchase or- 
ders, like that now used for 
extension of limited blanket rat- 
tings and ratings under the Pro- 
duction Requirements Plan. 

Under an arrangement between 
the Director of Priorities and the 
Army and Navy Munitions Board. 
ratings assigned by Army and 
Navy field officers will no longer 
be limited to items appearing on 
the Army and Navy Priorities 
Critical List. However, under 
Regulation No. 3, extension of in- 
dividual ratings will be limited to 
material which will be physically 
incorporated in the items orig- 
inally rated. 

Two new forms of Preference 
Rating Certificates, PD-1A and 
PD-3A, will replace the present 
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forms, PD-] to PD-5 inclusive, 
for assignment of individual rat- 
ings. Use of the new forms be- 
came optional on and after Feb. 
2 and will become mandatory on 
and after March 1. 

Form PD-1A which will replace 
form PD-1 is a simplified blank 
to be used in making specific ap- 
plications for materials or sup- 
plies when general preference or- 
ders do not provide the required 
priority assistance. When PD-1A 
applications are approved, ratings 
will be assigned on the form it- 
self. Form PD-2, which was for- 
merly used to assign ratings in 
response to applications on PD-1] 
forms, will disappear and will not 
be replaced. 


Extension 


Preference ratings assigned to 
applicants who use form PD-1A 
may be extended to suppliers and 
subsuppliers of the applicant by 
the prescribed endorsement on 
purchase orders, signed by a duly 
authorized representative of the 
company making the extension, 
and will not require a countersig- 
nature from a Government officer. 
Heretofore, preference ratings as- 
signed on PD-1 forms have not 
been extendable under any cir- 
cumstances. 

Form PD-3A will be used for 


all applications for ratings in con- 
nection with orders from the 
Army, Navy, Coast Guard, Mari- 
time Commission, Coast and Geo- 
detic Survey, Panama Canal, Na- 
tional Advisory Committee on 
Aeronautics, Civil Aeronautics 
Authority, Office of Scientific Re- 
search and Development Procure- 
ment Division of the Department 
of the Treasury, Surplus Market- 
ing Administration of the Depart- 
ment of Agriculture, and con- 
tracts or purchase orders from 
foreign governments. It will re- 
place “forms PD-3, PD-4, and 
PD-5. 

Ratings assigned on Form 
PD-3A may also be extended to 
suppliers and subsuppliers with- 
out countersignature. Ratings 
which have been assigned on 
PD-3 forms were formerly ex- 
tendible without countersignature 
only if the amount of the order in- 
volved was less than $500. 

When an individually rated or- 
der is served upon a supplier by 
the original applicant under the 
new procedure, the rating may be 
extended by the supplier, by his 
suppliers and subsuppliers to ob- 
tain any material which will be 
delivered to the original applicant 
in accordance with the rating. 
But neither the applicant, his 
suppliers. nor subsuppliers may 
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use the rating to obtain machinery 
or capital equipment which they 
use in fabricating parts to fill the 
order. 

If producers who have been as- 
signed a rating on a PD-1A form 
need machinery or capital equip- 
ment for this purpose which they 
cannot obtain without priority as- 
sistance, they must apply for a 
separate preference rating on an- 
other PD-1A form. Prime con- 
tractors who need machinery or 
equipment to be used exclusively 
in filling Army or Navy orders 
may be given a rating for use in 
obtaining such machinery or 
equipment on PD-3A forms. 


To Replace Inventories 


Another important change made 
by Priorities Regulation No. 3 al- 
lows the recipient of an individ- 
ual rating, his suppliers and sub- 
suppliers to employ the rating for 
replacement in inventory of ma- 
terials used in filling the rated 
order, provided such replacement 
does not inventories 
above a practicable working min- 
imum. 

If the materials to be replaced 


increase 


are in whole or in part manufac- 
tured, processed, assembled or 
otherwise physically changed by 
the supplier, the rating must be 
extended while the materials are 
in process of fabrication. For 
materials which are not processed 
or otherwise changed by the sup- 
plier, extension of the rating may 
be deferred up to three months. 
until an order can be placed for 
the minimum quantity procurable 
on customary terms. This pro- 
vision is primarily for the benefit 
of wholesalers and distributors, 
enabling them to group their own 
orders while making deliveries in 
small quantities. 


Must Specify 


The new regulation also allows 
a supplier or subsupplier who has 
received two or more purchase 
orders bearing ratings of the same 
grade to include in a single pur- 
chase order or “basket”, within 
the limitations which have been 
indicated above, any or all of the 
material which he requires to make 
deliveries in accordance with the 
rated purchase orders which have 
heen served upon him. In such 


case he must specify in the certifi- 
cation of his own purchase order 
all of the Preference Rating Cer- 
tificate form numbers and serial 
numbers referring to the order 
in connection with which he is ex- 
tending the ratings. 


Must Keep Records 


All persons who receive or ex- 
tend preference ratings assigned 
on PD-1A and PD-3A forms must 
keep records as prescribed by 
Priorities Regulation No. 1 and 
make such reports as may be re- 
quired by the director of Priori- 
ties. Use of PD-3A forms may 
also be subject to such further re- 
quirements as may be set forth 
by the Army and Navy Munitions 
Board with the concurrence of the 
director of Priorities. 

Form PD-1A may be repro- 
duced in blank or for any user, 
but Form PD-3A may not be re- 
produced. PD-1A forms may be 
procured from the Priorities Di- 
vision, OPM, either in Washing- 
ton or field offices. PD-3A forms 
may be procured from contract- 
ing and procurement officers of 
the Army and Navy. 


Sign Pulls Traffic to Basement 
Appliance Department , 








J J. KORNELLY CO., Milwau- 
e kee, Wis., directs traffic to its 
basement appliance department by 
placing an attractive sign at the top 
of the stairs leading to this depart- 
ment. This sign is lettered in sev- 
eral colors, lists merchandise to be 
found in the section and is illumi- 
nated by spotlights from above. 

The sign faces the store’s front en- 
trance and is located at a place on 
the stair railing where no one can 
miss seeing it? A large red arrow at 
the bottom of the sign points out the 
direction of the department. 

To further attract people to this 
display. some major appliance is al- 
ways featured on the landing at the 
foot of the stairs. This is also high- 
lighted just to secure attention. Vari- 
ous items in the department are 
shown in this spot during different 


seasons. 


The well illuminated sign, stairs 
and merchandise draw customers 
down to the basement sales floor. 
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Tools of all kinds on both 
floor and panels told the 
passersby of the extent of 
the stock carried. Sawdust 
on the floor gave the dis- 
play a realistic touch. 


Six Power 


F EATURING better 


quality power tools, demonstrat- 
ing, permitting time payment sales 
and having two men on the staff 
who really know how to use them 
helps Van Brunt & Yon Hardware. 
Inc., Tallahassee, Fla., do a good 
job in the sale of power tools. In 
this city of 15,000, the store also 
enjoys added volume by reason 
of its nearness to military canton- 
ments. During the first six months 
of 1941, in addition to more than 
six turnovers on its power tool 
stock the store sold as many qual- 
ity hand tools as it had sold in all 
of 1939 and 1940, or any other 
two-year period. 

While no effort is spared to in- 
terest homeworkship fans, the 
store sells most of its power tools 
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In Tallahassee, Fla., 
the Van Brunt & Yon 
Hardware Co. does an 
outstanding job. Time 
payments, demonstrat- 
ing, high quality and 
expert advice among 
reasons for record 


to industrial plants, machine shops, 
etc. Says P. L. Yon, “We empha- 
size the better quality tools at all 
times, and always have a combina- 
tion saw, jointers and drills with 
attachments in the store, demon- 
strating some of the equipment on 





Tool Turnovers 
in Six Months 


the mezzanine floor where there 
are always various types of units 
hooked up for demonstration. 
When we haven't an item in stock 
we can take the prospect to a 
shop where such equipment is in 
use to show how the unit works. 
Many of our power equipment 
units are sold from catalogs. In 
such instances, customers are 
willing to wait for delivery.” 

The fact that two of the store’s 
employees are well acquainted 
with the extent and use of the line, 
and know how to operate and talk 
about the equipment is a big help 
in selling power tools. Typical of 
the display window setups used 
for showing hand and power tools, 
etc., is the one illustrated on this 
page. 














J. FRANK GRIMES 


L, is plainly evident 


that the most rigorous economy 
and the highest degree of effi- 
ciency yet attained must be prac- 
ticed by each individual indepen- 
dent retailer and wholesaler—if 
they are to survive the intense 
competition that may completely 
eclipse the toughest periods of 
competition in the past. Resource- 
fulness and ingenuity in meeting 
new‘ regulations and restrictions 


* An address delivered at the 46th an- 
nual convention of the Minnesota Re- 
tail Hardware Association, Minneapolis, 
Minn., January 15, 1942. 
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INDEPENDENT DEALERS Can Meet 


By J. FRANK GRIMES* 


will play a decisive role in the 
final outcome. 

Beyond question, the most seri- 
ous problem independent dealers 
face is the inherent and almost 
total lack of organized coopera- 
tion. 

The overwhelming majority, at 
least 90 per cent, who usually elect 
to fight battles single handed 


against a powerful competitor, may 


find that the conditions they will 
be forced to face will be too much 
for them. In many cases, before 
they recognize their serious plight 
and awake to the realization that 
only through the combined 
strength of a great number of 
their own kind and by pooling 
their strength and cooperating in 
the real sense of the word could 
they hope to cope with the new 
situation, they may find they have 
completely lost the confidence and 
support of American consumers! 

A rough estimate of 1941 fig- 
ures indicates that there were a 
total of 1,800,000 retail stores in 
America, doing approximately a 
business of $50,000,000,000. Of 
this number, 1,670,000 were inde- 
pendents and 130,000 were chains. 

The average sales of all retail 
stores, chains and independents 





President, 


Independent Grocers Alliance 


of America 


If wholesalers accept their 
rightful leadership and if 
dealers have confidence, give 
service and consider custom- 
ers’ problems—it can be done 


combined were $28,000 per year. 
Independents averaged $22,500 
per year. Chains averaged $92,- 
000 per year. 

In the hardware field it is esti- 
mated” that in 194] there were 
29,000 independents doing a total 
business of approximately $750,- 
000,000, representing an average 
of approximately $26,000 a year. 


500 Hardware Chain Stores 


There were approximately 500 
strictly hardware chain stores in 
the country and these averaged 
$64,000 per year per store. How- 
ever, when we get into the large 
multiple store units, such as Sears 
Roebuck, Montgomery Ward, 
Western Auto Supply Co., we find 
startling figures: 

The total sales of these seven 
large multiple store corporations, 
operating a total of 6370 stores, 
is estimated in 194] to be $2,- 
670,000,000. (See Table _ I.) 
This is an average of $420,- 
000 per store, for the year 
1941. According to the best in- 
formation available, it is estimated 
that the sales of these seven com- 
panies in their hardware depart- 
ments (including all of the items 


that would be handled by a com- 
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plete, up-to-date independent hard- 
ware store) are not far from $1,- 
000,000,000. 

For the purpose of my studies, 
I am estimating that the hardware 
business of these companies ap- 
proximates $900,000,000. 

This would indicate that the 
stores of these seven companies 
average $140,000 per year in 
hardware. 

Rough estimates for 1941 indi- 
cate that these seven companies do 
20 per cent more volume than all 
of the 29,000 independents added 
together! These seven companies 
sold in 1941 an average of $140,- 
000 per store—against approxi- 
mately a $26,000 average of in- 
dependent hardware stores! 


Operating Costs 


Because of the large volume 
these big multiple units enjoy, 
there is a generally accepted belief 
that their operating costs must be 
a great deal less than the operating 
costs of the average independent 
hardware dealer. As long as the 
public believes this to be a fact 
and concludes, as a result, that 
they can buy cheaper at these 
multiple stores, they will of course 





TABLE I—CHAIN STORE SALES PER STORE 


Number 1941 Number 
of Stores (Estimated) of Stores 1940 
Sears Roebuck . 622 $940,000,000 524 $737,104,343 
Montgomery Ward.. 650 660,000,000 618 542,498,246 
J. C. Penny 1,586 360,000,000 1,554 304,536,737 
Woolworth 2,027 360,000,000 2,021 335,460,253 
Kresge . ; 743 165,000,000 745 158,162,394 
Grant's 492 120,000,000 492 110,953,516 
Western Auto Supply 250 65,000,000 213 53,903,000 
6,370 $2,670,000,000 6,167 $2,242.618,480 





do business with them. As long as 
hardware dealers themselves _be- 
lieve this, the thought will never 
occur to them that they could meet 
the prices of these big competitors. 
The low average sales of indepen- 
dent hardware dealers is largely 
the result of this belief!! 

In my opinion, the leadership 
that should largely have emanated 
from the wholesale house, that 
depends upon successful individual 
dealers for its own business, has 
failed utterly in the exercise of 
true, constructive leadership. 

It is the wholesale house, with 
its costly selling organization, that 
certainly should have been alert 
to the need for keeping its retail 
customers fully informed and 
offering definite constructive, prac- 
tical, plans for the retailers to fol- 
low which would enable the re- 
tailers to meet their tough com- 
petition, and thus hold the busi- 
ness in the independent store and 





TABLE II—CHAIN STORE OPERATING EXPERIENCE—1940 











Sales Gross Expenses Net Profits 
Sears Roebuck .. $737,104,343 $207,062.798 $146,348,532 $60,714,266 
Montgomery Ward 542,498,246 148,844,498 113,652,056 36,192,000 
Western Auto .... 53,903,000 14,225,000 10,558,000 3,667,982 
rae 110,953,516 26,627,000 21,387,000 5,240,000 
S. S. Kresge ..... 158,162,394 49,926,000 34,997,539 13,928,461 
Woolworth ....... 335,460,253 103,977,643 80,967,743 23,009,900 
J. C. Penny....... 304,536,737 69,643,388 48,698,802 20,944,586 
$2,242.618,489 $620.306,327 $426,609,672 $163,688,195 

27.6 % 20.3 % 7.25 % 

of Sales of Sales of Sales 
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have it available for the whole- 
saler. 

Let us look at some facts. The 
cost to operate an independent 
retail hardware store, located in 
a town of 5000 or less and doing 
$30,000 per year is approximately 
20 per cent. 

What is the cost of doing busi- 
ness of the tough competitor, 
either in the retailer’s home town 
or in a larger town a number of 
miles away? Is it less than 20 per 
cent or more than 20 per cent? 
It is of the most vital importance 
to know this! 

Let us look at the cost of doing 
business of some of these com- 
petitors. The cost of operating a 
variety chain store, doing $100,- 
000 per year or more, is 30 per 
cent. The cost of operating large 
department multiple stores, doing 
a business around $400,000 is 
about 33 per cent. The cost of 
operating in the ‘seven multiple 
stores I have indicated is estimated 
to be approximately 21 per cent. 
(See Table II.) The final actual 
figures may indicate that this 
estimate is low. 

With these figures before us, 
what do the facts disclose? 

They show that a reasonably 
efficient independent hardware 
dealer, doing a business of ap- 
proximately $30,000 a year in a 
town of less than 5000, operates at 
a 20 per cent cost of doing busi- 
ness—lower than any of his large 
multiple corporate competitors! 

What would this independent 


hardware dealer’s expense be if he 
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could bring his sales up to $50,000 
—$100,000 a year? 

The moment an _ independent 
merchant is convinced that he 
actually operates as cheaply as his 
competitor, part of the fear of that 
competitor leaves immediately. 
The retailer can easily be con- 
vinced that he can meet the prices 
of his competitors, item for item, 
even though for the time being, at 
least until he and the wholesaler 
get together to cooperate on a 
more economical basis. he may 
have to pay a little more than his 
competitors for his merchandise. 

Let us lay aside, for the time 
being, these factors that have now 
passed into history and let us turn 
our eyes toward 1942 and 1943. 
What are the prospects in 1942 for 
independent retailers and for inde- 
pendent hardware dealers? 


Important Factors 


To appreciate these prospects 
reasonably, it is necessary to take 
into consideration certain impor- 
tant factors which are new in the 
situation and which undoubtedly 
will have powerful influence on the 
buying habits of consumers. Some 
of these factors are: 

(a) Restrictions on the use of 
tires by the general consuming 
public and by dealers at retail. 

(6) The complete stoppage of 
production of passenger automo- 
biles and trucks, except for de- 
fense and legally exempt purposes. 

(c) The prohibition 
the sale, trade-in, exchange, lend- 
ing or giving away of automobiles 
or trucks by individuals, partner- 
ships, or corporations—except for 
legally exempt transactions. 

(d) Definite restrictions on the 
production and sale of many items 
made of metals and of other raw 
materials needed for defense pur- 
poses. 

(e) The placing of definite 
ceilings on a great many raw ma- 


against 


terials and finished products. 

(f) The impending rationing of 
a great many items. 

These are just a few of the re- 
strictions that are on at the present 
time. Others undoubtedly will be 
put in force as time moves on. 

Let us take the first item in this 
classification—the restriction on 


the purchase of new tires, and the 
possible restrictions that may later 
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be put on the amount of rubber 
that can be used in retreading 
tires. 

It has been estimated that over 
75 per cent of the people who 
patronize the big super market 
type of food store, and who patron- 
ize the big multiple chains in other 
fields, come from a point estimated 
not closer than a mile-and-a-half 
to two miles away from such 
stores. In other sections, particu- 
larly in rural areas, consumers will 
travel as far as 150 miles to trade 
at these stores. Apparently, the 
local independent dealer has failed 
to keep these people trading in his 
nearby store. 

What is it that impels the con- 
sumer to make these long trips, at 
very great expense in gasoline, 
tires, etc., to trade at the chain 
multiple store? 

The desire to get away and see 
new faces and new things un- 
doubtedly plays an important part 
in attracting these people from 
such a distance. Underneath, how- 
ever, the basic attraction is the be- 
lief—first, that they will save 
money by making the trip, that 
they can buy cheaper; second, that 
they will be able to choose from 
wider varieties, later styles and 
more up-to-date merchandise. Be- 


yond question the lure of price 
stands in first position as the most 
important factor. 

Is it a fact that the people actu- 
ally save money by trading at the 
corporate chain multiple store? 
Apparently, the people must be- 
lieve they save—because the fig- 
ures certainly indicate that the 
people of our country spend more 
money with six giant multiple store 
organizations than they do with all 
of the 29,000 independent hard- 
ware dealers in the entire United 
States! 


Are They More Efficient? 


Are the multiple chains more 
efficient than independents? Do 
they operate their business at 
lower costs than independents? 
That is, is their expense percentage 
to sales lower than independents? 
Does the concentrated buying 
power of these big multiple units 
give them advantages in buying 
that the independent does not 
enjoy? 

It is obvious that the consum- 
ing public believes that the multi- 
ple chain possesses these advan- 
tages. It is obvious that the in- 
dependent merchants themselves 
believe this to be true. It is plainly 


(Continued on Page 98) 





Features Garden Tools in February 


N the main store of W. J. Pettee 

& Co., Oklahoma City, Okla., this 
combined display éf garden tools 
and equipment, and paint was used 
early in February as an advance bid 
for sales of spring needs. The dis- 
play was placed on top of partitions 


on the main floor, and was next to 
a staircase leading to the company’s 
offices on a mezzanine. All people 
going to and from the offices to pay 
bills were reminded of spring items 
they would need. Artificial grass 
added to the spring effect. 


This display attracted customers going up and down the stairs. 
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A, attractive plastic 


display arranged on a table near 
the front of the store has proved 
to be a strong drawing card and 
sales producer at the Straf Hard- 
ware Co., Kansas City, Mo. It has 
resulted in many customers becom- 
ing plastic-minded and sales in 
plastic substitute items to replace 
chromium, stainless steel and brass 
accordingly have skyrocketed. 

“Display has always played an 
important part in making sales for 
us,” says Harry Straf, owner of 
the store. “When our country’s 
needs for defense materials placed 
a large part of hardware store mer- 
chandise on the priority list, we 
turned to the promotion of substi- 
tute materials.” 
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Straf Hardware Co:, Kansas 
City, Mo., finds these 1tems 


are fine sel 


Mr. Straf has found that plastic 
substitutes are self - advertisers. 
They are very much in the mind 
of the public today. Having these 
items on display where a customer 
can see the attractive colors which 
are offered and at the same time 
associate this merchandise with 
helping win the war, has increased 
volume. 

“I’ve been in the hardware busi- 


f advertisers 


ness for 25 years,” Mr. Straf says, 
“and plastic substitutes are the 
best sellers in my experience. Not 
a single hour during the day pass- 
es that we are not called on many 
times to explain our plastic dis- 
play. Incidentally, we have not 
lost money because of priorities 
restrictions. Our sales have in- 
creased and our profits are up 10 
per cent.” 
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The purpose of this club is to 
exchange ideas and information. 
Take part by submitting your 
successful ideas for publication. 


LL retail hardware 
store employees must help curb 
waste in the business during the 
all-out war effort. Means of sav- 
ing and conserving wrapping pap- 
er, shipping cartons and waste 
paper should be kept constantly 
in mind, for it is of paramount 
importance at the present time. 

Use just the right amount of 
wrapping paper for each item. 
Judge this carefully so that you 
will not waste this material. There 
are many items which need not be 
wrapped at all. If you present 
such an article to the customer 
and make no attempt to wrap it. 
he will usually take it along and 
think nothing of it. Many sales- 
men waste large quantities of pa- 
per trying to wrap up large, bulky 
articles, such as sleds or wash 
tubs, and then do not succeed any 
too well. Discontinue this practice. 
If the customer insists that his 
purchases be wrapped, comply 
with the request. 

Give customers some explana- 
tion of your actions so that they 
will understand why you are en- 
deavoring to conserve wrapping 
materials. 

Reports from various quarters 
indicate that there is an acute 
shortage of shipping cartons and 
corrugated board. Many wholesal- 
ers and manufacturers are picking 
up these containers at dealer's 
stores as soon as the merchandise 
has been removed from them. 
They are then returned to the 
warehouse or plant and are used 
over again. So save all corrugated 
board cartons so that someone 

who has use for 
them may have them 
ae. to use over again. 
Open such packages 
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War On Waste 


carefully and the cartons will last 
much longer. 

Every hardware store accumu- 
lates considerable waste paper 
during the course of a day and 
frequently it is burned. Now it is 
needed and should be baled. This 
can be disposed of to waste paper 
dealers in the community who will 
in turn see that it is returned to 
the proper producers who have 
need of this material. 


The hardware store is in a sell- 


ers market today. Customers in 
practically all communities have 
more money to spend and sales re- 
sistance is low. It is an ideal time 
in which to work for those extra 
sales. Arrange a display on the 
wrapping counter of some of the 
items that can be sold in this 
manner and put a large show card 
on the display. Then suggest this 
merchandise to every customer be- 
fore you wrap his package and re- 
turn the change. This extra busi- 
ness will be decidedly welcome. 





FEBRUARY IDEA CONTEST 


Question for the Month 


“In your opinion, how often should 
hardware show windows be changed? 

. e ’ 
Give several reasons for your views.’ 
Submitted by member Randolph Martin, Cleveland 


& Hardware Co., Shelby, N. C., who will receive a check 
for $1.00 for the use of this question. 


WIN EXTRA MONEY—SEND IN YOUR IDEAS! 
Harpware Ace will pay $5.00 to the member submitting the best 
answer to this question; $3.00 will be paid for the second best answer; 
$2.00 will be paid for the third. $1.00 each will be paid for all other 
ideas published even though these do not win one of the three major 


prizes. 


Entries must be received not later than Feb. 23rd. Winners will be 
announced in the Retail Sales Idea Club pages of the Mar. 19th issue 
of Harpware Ace. In case of ties, duplicate prizes will be awarded. 
Decisions of the editors will be final and all material submitted becomes 


the property of Harpware Ace. 


FIVE SIMPLE CONTEST RULES 


1. Just write your ideas and/or an- 
swer to this question, preferably on a 
penny postal card (letters may be 
submitted) and mail to HARDWARE 
AGE Retail Sales Idea Club, 100 E. 
42nd St., New York, N. Y. More than 
one entry may be submitted, in which 
case use separate postal card for each. 

2. Write your own name and ad- 
dress on the card (or letter), as well 
as the name of your company. 

3. Be sure to write the name of this 
contest—“FEBRUARY IDEA CON- 
TEST’—on the card (or letter). 

4. Only individuals who have regis- 
tered for membership in the Harp- 
WARE AGE Retail Sales Idea Club are 


eligible to participate in this contest. 
If you are not a member, you can be- 
come one by simply filling in the regis- 
tration form shown on these club 
pages and mailing it to the Club. 
There is no cost for membership. 

5. Answers to questions will be 
judged solely on the value of the idea 
or suggestions presented. Be brief and 
to the point. Penmanship, form, or 
method of expression are not factors 
of the contest. Answers typewritten 
on postal cards will be appreciated but 
are not required. However, if answers 
are submitted in another form this 
will not influence the decision of the 
judges in any way. 
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You receive $1.00 for each idea 

considered worthy and accepted 

for publication. Watch these 
pages of successful ideas. 


FOR EACH OF THESE ¥* ¥»* I D EB A S % & $1.00 WAS PAID 


Features Protective 


Merchandise 

“A short time ago one of the 
metropolitan newspapers advised 
car owners of wholesale thefts of 
tires that were occurring as a re- 
sult of the curb on new tire sales. 
We capitalized on this news by in- 
stalling a display that showed 
tires, chain, padlocks, locks, hasps, 
and other related items. 

“The theme of the display sug- 
gested steps our customers should 
take to protect their property 
against theft and to see that all 
barn and garage doors were 
locked securely every night. 

“We placed a new tire in the 
window and around it we dis- 
played chain of various types, 
padlocks, locks of all types, and 
other related merchandise. Manu- 
facturers’ cards containing mer- 
chandise and window display ma- 
terial completed the trim. This 
display attracted a lot of attention 


Copy this form on a penny 
post card if more than one 


form is necessary. 


VAY a dS 
FORM TO 
REGISTER 


and numerous sales are made 
every day as a result.” 
GeorGE V. MERENEsS, 
I. Van Voris & Sons. 
Cobleskill, N. Y. 


Displays Blackout 
Merchandise 
“We found that our customers 
were very much interested in the 
merchandise recommended for use 
during blackouts. These goods 
such as blackout paint, paint 
brushes, black window shades, 
flashlights, flashlight _ batteries, 
bucket spray pumps, bags of sand, 
galvanized pails, shovels, etc., were 
shown in a recent window and at- 
tracted considerable attention. 
Several copies of air raid instruc- 
tions were attached to the glass. 
“Such a display provides cus- 
tomers with helpful information 
and brings additional sales.” 
LILyAN CRysTAL, 
M. Crystal Hdwe., 
Brooklyn, N. Y. 


Rental Department 
Flourishes 

“A special department in ow 
store rents baby scales, floor sand- 
ers, floor edgers, extension lad- 
ders, building jacks, lawn rollers. 
etc., to customers. We do this in 
an effort to develop and extend 
our trading area because the sales 
volume available in our immediate 
neighborhood is limited. 

“We have over 200 baby scales 
in our rental department and these 
are rented for periods of six 
months. Practically all of these 
are in service all of the time. 

“This rental department pro- 
duces enough income each year to 
more than cover salary expenses 
for the entire sales force of the 
store. Rental merchandise is all 
paid for and few of the items de- 
preciate materially in a year.” 

ERNEST FAGENSTROM, 

Minnehaha Hdwe. & 
Paint Co., 

Vinneapolis, Minn. 


YOU PAY NOTHING 
Any Retail Hardware Employee May Take Part 


Just Register—Paste Coupon on Penny Postal Card—Mail Today 


REGISTRATION FORM 


HARDWARE AGE 
Retail Sales Idea Club, 


100 E. 42nd Street, New York, N. Y. 


| hereby register for membership in the Hardware Age Retail Sales Idea 
Club. | am a reader of Hardware Age and would like to take part in the activ- 


ities of this club, as often as | can. 


Name 





_ esa 


Cus. 1 eo 


| am submitting the following question or subject as worthy material for dis- 


cussion by this organization. 
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LL retail hardware 
dealers can play an important 


part in the war on waste. They 
can and should participate in 
OPM’s Salvage for Victory Pro- 
gram now being developed 
through its Bureau of Industrial 
Conservation. This decidedly es- 
sential program will reach the na- 
tion’s 1,700,000 retailers and com- 
plete cooperation is necessary if 
even a partial supply of wrapping 
and shipping materials is to be 
available. 

Pledges are now being mailed. 
When these have been returned 
to the bureau, participating stores 
will be sent window emblems 
bearing the message: “This store 
is helping make weapons from 
waste by salvaging waste paper, 


Do not burn your 
waste paper! Bale 
it and then turn 
it over to the 
proper conserva- 
tion agency. 





old rags, scrap metal, and old 
rubber.” 

Do your part now! Sign a 
pledge at once! Then check over 










Save All Your Waste 





Save Metals, Paper, 
Dont Waste It! 


the following list of ways you can 
cooperate in this program to save. 
conserve, and make the available 
materials go farther today. 


i Display the emblem indicat- 
¢ ing that you are cooperating 
in the efforts to save and conserve 
waste materials. This will pave 
the way for further and necessary 
curtailment of wrapping and de- 
livery facilities. 
2 Designate one person as con- 

* servator of all metals, paper. 
old rags, and rubber. His job will 
be to save all of these waste ma- 
terials for use again and to as- 
semble them so they can be turned 
over to collecting agencies. 
3 Save wrapping paper by us- 
«7 ing no more than is abso- 
lutely necessary to wrap the 
package. 

Make no attempt to wrap 

* large bulky merchandise such 

as ash cans, garbage cans, clothes 


Save small 
boxes and 
cartons! 





































































































































>Y, Old Rags and Rubber 
t/ Don't Throw It Away! 


1 baskets, etc., and customers will 
usually accept them unwrapped. 


Put a string around mer- 
¢ chandise already in a box or 
- carton. Do not wrap it again. 





B 6 Offer to place unwrapped 

i ; ¢ merchandise in customer's F 

> ; air . Don’t attempt to 
: car wherever this is possible. wrap any large or 

y 4 A 

. . Instead of individually wrap- bulky articles. The 
: : : é ; customer will be 
j ¢ ping all items in an order, glad to accept 
: consolidate as many items as pos- them unwrapped. 

‘ sible and wrap them in one bun- 

is : dle. 

I ; 

: 8 Save small paper boxes, or 

. ¢ other merchandise cartons, 

1 for use again. Nails, bolts, etc.. 


frequently can be wrapped in these 
containers. Sort these and place 
in a receptacle near the nail or 
bolt fixtures. 




























' Save all usable sacks or l Open paper shipping car- ll Use damaged shipping 
>. paper boxes received in * tons carefully. Save these * cartons for delivery of 
p shipments from wholesalers for containers so they may be used unwrapped items, thus saving 
h further use. again. Hold them for collection. | wrapping paper. 
p 12 Install containers for all 
* waste paper and other ma- 
, terial. 
: yeni ma 13 Do not burt waste paper! 
paper! ¢ This should be baled and 
sold or turned over to charity. 
school or other organization for 
5 Paes disposal to proper conservation 
agencies. 
14, Encourage customers to 
* carry small packages thus 
saving unnecessary wear on de- 
livery equipment. 
15 Go through your store 
) * and warehouse today and . 


gather up all scrap materials and 
discarded equipment you are no 
longer using. 




















Has of the thou- 


sands of private homes in the 
United States is either a user of 
some smooth surface floor cover- 
There 
are also thousands of two and 
three-family houses, large apart- 
ment houses, institutions, stores 
and offices that help swell the po- 
tential market for this merchan- 
Broadly every 
home and apartment in your com- 
munity is in the market, at some 
time or other, for smooth surface 
floor regardless of 
whether the owner or tenant is the 
person who foots the bill. In addi- 
tion, many homes and stores, etc., 
are good prospects for the sale of 
wall linoleum and for the linoleum 
used on table tops, counter tops, 
etc. An outstanding advantage of 
these lines is that they are usually 
sold on a cash basis or on open 
account. 

Since there is such variance in 
the price of smooth surface floor 
coverings, heavy gages of burlap 
back linoleum, various qualities in 
linoleum on felt backing and the 
lower priced print enamel (felt 
base) floor covering, there is no 
true gage for an all inclusive aver- 


ing or is a prospect for it. 


dise. speaking, 


coverings, 


54 


age selling price per yard. There 
is, however, good profit and worth 
while volume in this field for the 
hardware dealer who does a real 
selling job. This is particularly 
true today with the war program, 
because, as yet, the manufacture, 
distribution and sale of smooth 
surface floor coverings have not di- 
rectly been affected to any great 
degree. 

For the benefit of those hard- 
ware dealers interested in further 
expanding business in their floor 
covering departments and those 
considering the addition of fioor 
coverings, HARDWARE AGE presents 
these merchandising ideas. 


Here's How To Sell ‘Em 
1—Have a separate department 


Where practical, it is desirable 
to have an easily reached floor cov- 
ering department, separated in 
some fashion from the other sell- 
ing departments. This provides 
for concentration on the part of 
prospect and salesman and elimi- 
nates the distractions caused by 
the comings and goings of those 
customers making small and quick 
purchases. Chairs for customers 


erchandise 


By KENNETH A. HEALE 


Associate Editor 
of Hardware Age 


and a table for spreading out sales 
promotion material are necessary, 
for such lines are not normally 
purchased with the speed of many 
other items in a hardware store. 


2—Use it in your store 


You can prove to your custom- 
ers that linoleum or print enamel 
(sometimes referred to as felt 
base) floor coverings can really 
“take it” and stand up under a 
steady flow of traffic by using it to 
cover the floors of your display 
rooms. When a customer asks, 
“How well will it wear?” you have 
a working demonstration that 
gives the answer. One display 
room of a Wisconsin hardware 
store has part of its floor covered 
with insets of some of the most 
popular sellers in its linoleum line, 
the balance of the floor being cov- 
ered with a custom job. Each sam- 
ple is cemented down and is sep- 
arated by appropriate border ma- 
terial. The dealer who wants to 
go a step further in proving 
that his wares can “take it” would 
do well to have at least a part of 
his store office covered with wall 
linoleum. His desk, wrapping 
counter and other parts of the 


“Have a floor covering department, 
separated in some fashion from the 
other selling departments.” 
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Smooth Surface 
‘How ‘to 
Floor Coverings # aan 


-a SULA 


Every private home, apartment, 


store and place where people 


meet in your community is a 


potential prospect for sales 


“Millineries, ice cream parlors, taverns, restaurants 
churches, schools and clubs are other good prospects.” 


store might well be covered with 
the right grades. 


3—Have linoleum mechanics 


Some smooth surface floor cov- 
ering makers conduct schools for 
training linoleum mechanics. Hav- 
ing properly trained men to install 
floor coverings is a definite means 
of building greater sales and more 
complete customer satisfaction. 


4—Give customers complete 
facts 


Some dealers quote prices per 
yard, including installation. Others 
quote the price strictly on a yard 
basis and then discuss the costs of 
installation as an extra. Which- 
ever plan you follow you are build- 
ing good will when you make sure 
that the customer understands just 
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what the quoted price includes. 
Some dealers go so far, in discuss- 
ing prices, as to quote the price by 
the room, including border and in- 
stallation costs. 


5—Have trained salesmen 


Having salesmen armed with 
facts and figures as to your lines 
really helps sell for you. Sales 
training material is available from 
most smooth surface floor cover- 
ing producers. 


6—Check with contractors 
Making friends with builders 


helps the sale of smooth surface 
floor and wall coverings as well as 
the many other items and mate- 
rials used in building or remodel- 
ing a home. If you are acquainted 
with contractors who are going to 


build new homes or remodel old 
residences, you have the opportu- 
nity of going after the sale of floor 
coverings as well as other mer- 
chandise. You can go further by 
selling smooth surface floor cover- 
ings for table tops in kitchens, 
pantries, rumpus rooms, studies, 
etc. And linoleum wall covering 
sales are also worth trying to get. 


7—Trade up 


Because they provide _ better 
profit and greater customer satis- 
faction, dealers naturally want to 
sell the better quality, smooth sur- 
face floor coverings. It is desir- 
able, in many instances, to adver- 
tise and feature in displays your 
lower priced and medium priced 
qualities, “trading up” as often as 
possible. Thus you are able to 
compare qualities and, as a result, 
give customers really good reasons 
for buying the better merchandise. 


8—Make outside cz-lls 


Outside calls, either on a cold 
canvass basis or by following good 
leads, will obviously increase vol- 
ume and profit for the department. 
From such calls your salesmen or 
canvassers can also get worth 
while leads for other lines that are 
profit pullers. 


9—Know your realty brokers 


Being on good terms with local 
realty brokers can provide many 
leads for wall and floor covering 
materials. When an old home is 
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sold to a new owner it needs floor 
coverings, etc. Knowing that a 
new owner is taking over an old 
home will provide good leads. 
Then, too, many rental properties 
are rented with floor coverings “as 
is,” the new tenant providing new 
floor covering if he wishes it. 


10—Know local architects 


Keeping in touch with local 
architects provides another good 
source of leads for the sale of floor 
coverings and wall coverings. Sell- 
ing them on your line and the ser- 
vices of your linoleum mechanics 
will provide many additional sales. 
Almost all architects have specifi- 
cations and complete data on 
smooth surface floor coverings of 
different makers. The dealer can 
cash in on these files and this pro- 
motional work of manufacturers 
among architects and builders in 
his trade area. 


11—Keep a list of customers 


A handy list of people who have 
purchased smooth surface floor 
and wall coverings from your store 
will help sell those prospects who 
are not already 100 per cent sold 
on your line. When Mrs. Smith 
knows that her neighbor, Mrs. 
Jones, has had floor or wall cov- 
erings installed by your organiza- 
tion you have just so much more 
selling ammunition. 


12—Sell other stores 


Sales to home owners and ten- 
ants are not the limits of your pos- 
sible hard surface floor and wall 
covering department sales. Haber- 
dashers, millineries, ice cream par- 
lors, women’s shops. taverns, res- 
taurants, etc.. and _ institutions, 
theatres, churches, schools and 
clubs are other good prospects. 
Having competent linoleum me- 
chanics in your employ provides 
just so many more selling oppor- 
tunities. 


13—Stock print enamel rugs and 
yard goods 


People who cannot be sold on 
buying smooth surface floor cov- 
erings by the yard frequently can 
be interested in print enamel (felt 
hase) rugs. These are just laid 
flat. Rugs are available in a vari- 
ety of patterns and sizes to fill the 
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“Keeping in touch with architects 
provides another good source of 
leads for floor covering sales.” 


needs of many homeowners who 
are unable or unwilling to spend 
the money necessary for yard 
goods and their installation. And 
people buying smooth surface yard 
goods for entire rooms may de- 
sire small rugs for landings, vesti- 
bules or other odd spots. 


14—Stock linoleum on felt 
backing 


Linoleum on felt backing, as 
well as linoleum on burlap back- 
ing. should be stocked. Linoleum 
on felt backing is now attracting 
greater yardage sales in household 
grades than previously. This is 
true because burlap back goods 
will be more difficult to obtain. 
Linoleum on felt backing, because 
of its very smooth surface, gives 
long wear in household installa- 
tions. 


15—Stick to your promises 


Customers wanting floor cover- 
ings installed by a specific date 
should not be promised such in- 
stallations unless it is possible to 
keep the promise. Broken prom- 
ises may not always kill the sale 
of the floor covering, but they may 
cut you out of other sales because 





“When you install a particularly 
fine floor covering, have photos 
of it to show to your prospects.” 


of the unfavorable impression 
created. 


16—Advertise the department 


Newspaper ads, radio spot 
broadcasts, window and store dis- 
plays, envelope stuffers and book- 
lets are effective means of adver- 
tising smooth surface floor cover- 
ings and most manufacturers 
provide a variety of this material. 
The use of colorful advertising 
material provided by manufactur- 
ers in your store and window dis- 
plays is also a big help. 


17—Know the different qualities 


You and your salesmen should 
be conversant with the differences 
between print enamel (felt base) 
floor coverings and the grades of 
linoleum floor coverings if you 
want to do a good selling job on 
this merchandise. It is important, 
too, to know the different qualities 
of print enamel goods. Then you 
are able to tell why higher priced 
grades are really worth the differ- 
ence. The mere statement that “it 
costs more because it is better” is 
seldom a strong argument. 


18—Show rolls effectively 


Just having a number of roils 
of floor coverings on end in your 
store does not create sufficient dis- 
play attention. Rolls should be 
shown and identified as to quality. 
Showing them in ensemble fashion 
with chairs, tables, etc., is very 
effective whenever it is practical 
to do so. 


19—Show miniature or model 
rooms 


Many dealers use miniature 
rooms, in one form or another, to 
show part of a kitchen, bathroom. 
rumpus room, etc., w ith a section 
of floor covering and a painted 
scene suggesting the balance of the 
room represented. The dealer hav- 
ing a model bathroom or kitchen 
display has an excellent opportu- 
nity for showing smooth surface 
floor, wall and work surface cov- 
ering. 


20—Have a photo file 


When you install a particularly 
fine pattern of linoleum floor cov- 
(Continued on page 116) 
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Bridgeport, - L101 ton, February ) February 5, | 
Conn. 1942 
rt 
a seine GOT ANY PLANS FOR MARCH? 
- “Washington’s = 
a - Birthday 
reminds me of a March is an “in-between” month. 
4 smart .... In the south, Spring be- « 1942 
: ; merchandising gins to stir black earth with Fri | Sat 
- 2 ” ‘ef 
: trick new life. In the north, days are 6|7 
“Last year about this time, I still cold, and wintry winds race 13114 
happened to be in a_ small headlong over frozen fields... 
town, —_ on me me 4 But there’s a promise of sunnier 
Ss coming naraware dealer. e : ° ei 
S ; : Pe eg days f ss arc 
ran a ‘Washington’s Birthday ays in the brightness of March 
d sale—tied up with the cherry- dawns, and the growing heavi- 29 | 30/31 
S tree story—you know, the one ness of buds. 
) about young Washington’s dec- What’s all this got to do with 
f laration that he couldn’t tell a : ae, « ‘ 
lie. Well, this dealer put a lot hardware dealers? Just this: 
u qehttea planhs a mal _o « in- , -j Ian. A 4 J 
of white elephants and bad It’s an in-between period. Peo feature and advertise timely ar- 
n guesses in the windows, admit- ple move. That means new fur- ticles that people want from 
t, ting they were items he just nishings, accessories, building ; : ee 
s hadn’t been able to sell. ‘ceiieiiiin: “atede b i” ge . week to week. You'll get some 
¥ ee ; a — ” ee excellent suggestions on how to 
i “He ran a tie-up advertise- seeds and farm tools. National do this from the new Rem- 
¢ ms kage “Sencar ‘lean-Up—Paint-UpW “ee 
ment in the local paper. People Clean Up Paint-Up Week sends ington — Peters - Du Pont sound 
_ were amused, aporeciated iis people into hardware stores for motion picture, “Opportunity 
it frankness, and bought up al- new paint, hardware, paint inlienited” and ite “Caled as 
is most the entire lot of merchan- chetietix nat decent , nlimited” and its “Cash-in-the- 
dise. This is another way to ad 8, and decorative ma- Calendar” merchandising plan. 
get pie: oolgpana gee eriais. 3e sure to see this interesting 
ends at some profit— elps > —e . : ies 
ut people arer read- ‘ture whe 3 prese ‘ 
clean up a store, and the proper bes ” we aren’t mind read picture w hen it is presented at 
handling is worth a great deal ers— youve got to stock and your association meeting. 
is in publicity and added good- re 
ir will.” 
S- ne 
ye 













y. mi Mai) LET AN OLD-TIMER 
. . % HELP YOU SELL 






























n 
‘y 22 AMMUNITION 
. You remember the 
“Old-Timer” who has 
appeared in Reming- 
ton advertisements? 
el He now tells shooters 
all about Kleanbore 
Hi-Speed and New 
re PA ALLUS WAS and Improved Kleap- 
to E bore .22 cartridges 
ONE FORA CLOS in an attractive full- 
ae: SHOT —HE KEEPS color folder. He ad- 
m ' i vises customers about : 4 
od F FERGETTIN HES the right type of Remington .22 to use, and why. ; This ae 
| U folder gives ballistics, pointers on .22 hunting, tells where to 
he A-SHOOTIN petal — aim when shooting at various ranges. It backs up the yo 
as ais 4 bore Hi-Speed story with proof of its power—proof that 
an HI-SPEEO '.22's . makes sense to everybody. This is a 
. likab'e, “human” sort of folder you’ll be 
“<i id proud to distribute, and a helpful one 
ce é your customers will be glad to get. 
> Send for as many copies as you can 
use. They’re a handy 6” x 3%” size 
when folded. The folders are free to 
dealers and there’s a space for im- 
printing your name. Write today to 
Remington Arms Co., Inc., Bridgeport, 
ly Conn., Dept. M. 
V- 


‘‘Kleanbore,” “‘Hi-Speed’’ are Reg. U. S. Pat. Off. by Remington Arms Co., Inc Bridgeport, Conn 


we 


-E FEBRUARY 5, 1942 

































Inc., Glendale. 


was of tar paper Wi™ ow lines. 





were labeled and 4 


One of the “fire 
buggies” installed 
in multi-tenanted 
properties of the 
Mutual Life Insur- 
ance Co. of New 
York. Many items, 
regularly stocked 
in the hardware 
store, are on it. 


(Courtesy, Mutual 
Fire Insurance Co. 
of New York.) 








Blackout Business Helps 






N. Y., blackout 


The Otto Herrmann. ith white Lenecng, Soe designed for blackouts. 


with blackout paint. escribed while the entire 





; _ The background 
por were made 






display was built’ up. 


oe December 7, 


many people throughout the coun- 
try have become air raid-con- 
scious. Many scout the possibility 
of enemy attacks, but numbers of 
more cautious citizens are vitally 
interested in obtaining blackout 
supplies, fire fighting equipment 
and auxiliary articles for use in 
providing safety and comfort in 
case of an Axis attack from the 
air. Hardware dealers who are é 
prepared to meet the demands of 
their customers for blackout aids. 
including both newly introduced 
items and staple merchandise, will 
not only make a profit for them- 
selves but will aid in increasing 
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the peace of mind in their com- 
munities. 

The Office of Civilian Defense 
has suggested that civilians re- 
frain from buying blackout and 
air raid protection equipment un- 
til directed to do so by local air 
raid wardens. Nevertheless, many 
people have been purchasing 
items they feel will be needed for 
the adequate protection of their 
homes and places of business. It 
might be well, however, to sound 
a warning note to the effect that 
the dealer who loads his custo- 
mers with every conceivable type 
of air raid protection equipment 
may succeed only in arousing 
their resentment and may be re- 
sponsible for producing a state 
of hysteria in his locality. Dis- 
playing and advertising these 
lines will help sell them, but the 
dealer who uses scare tactics and 
emphasizes the horrors of present 
day warfare may cause untold 
harm. 


Peace Time Items 


Many of the articles used for 
air raid protective purposes have 
a legitimate peace time use. 
Where your displays feature items 
designed specifically for blackouts 
or for air raids, it is essential that 
they bear cards indicating their 
price and the purpose for which 
they are intended. These cards 
should be completely free from 
the “scare” angle. There are many 
items which have a genuine ap- 
peal for the customer who is plan- 
ning a special air raid room or a 
recommended bomb-proof shelter. 
Many customers may also be in- 
terested in juvenile books, smaller 
toys and games to keep in these 
shelters for their children to use 
during a raid. 

Wardens in many communities 
have suggested such fire preven- 
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But common sense should 
govern advertising and 
displays by eliminating 
“scare” and “horror” copy 


tion and fire fighting items as 
sand, sand pails, fire extinguish- 
ers, stepladders and extension lad- 


ders, blackout shades and _ black- 


out and concealment paints. The 
U. S. Office of Civilian Defense, 
Washington, D. C., has issued a 
number of pamphlets relating to 











Blackout and Air Raid 


Merchandise 


Wrecking bars ” Lamps 
Axes Lanterns 
Hatchets Candles 
Crowbars Blackout candles 
Mattocks Blackout paint 
Spanner wrenches Blackout bulbs 
Screwdrivers Blackout shades 
Fire hooks Luminous paint 
Long handled Whitewash 
shovels, scoops Sand 
Hoes Asbestos gloves 
Rakes Rybber high 
Flashlights and voltage gloves 
batteries Sheathing paper 
6-in dry cells Glass substitutes 


Battery-operated 
radios 


Garden hose 
Hoze nozzles 


Extinguishers 2 ' 

Extinguish ose ree 
refills mn Ladders 

Fire buckets Combinets 

Collapsible Goggles 
buckets Plastic helmets 


Respirators 

First aid kits 

Portable heaters 

Portable cooking 
units 

Canned heat 

Rope 

Bucket (stirrup) 
pumps 

Friction tape 

Vacuum bottles, 
jugs 

Wheelbarrows 

Ash cans 

Strong boxes 

Whistles 
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EMERGENCY 
EQUIPMENT 
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HOME DEFENSE 





BULBS GARDEN SUPPLIES 
tew York. NY 


32 Church Street, Ni 

















FIRST-AID KIT 
full supply of Bandage Gaute and Antivep 
ya 
ADHESIVE TAPE 





wide 









wn be Gerd im conjunction with Saweo Stirrup Pump 
cece & ump. Also for carrying water and 





nee dee ed 11% Inches by 5% inches folded 
Aut Rigid strong and simple. Price 62.40 


“THE CHIEF” 
FIRE EXTINGUISHER 
SAWCO An iheotute necessity to protect your 
KEROSENE TORCH B 


Made of galvanized sheet 
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This four-fold, 14 by 614-in. folder features a wide range of emergency equipment in interesting fashion. 


fire protection, duties of air raid 
wardens and fire wardens, etc. 
Many of these are issued free of 
cost while others are available for 
a small charge from the Superin- 
tendent of Public Documents, 
Washington. An inquiry at your 
local OCD office will result in pro- 
viding data as to the various pub- 
lications which are available for 
this emergency information and 
guidance. Many of these pam- 
phlets are designed for specific 
types of civilian defense and 
would have little interest for the 
average citizen or hardware 
dealer. 

When selling blackout items 
and related lines, the dealer would 
do well to bear in mind the fact 
that regular toilet and eating fa- 
cilities will be disrupted during 
actual air raids or blackout peri- 
ods. Therefore, many customers 
who are interested in the creation 
of an air raid shelter will need 
portable drinking water, heating 
and toilet equipment as well as 
folding furniture. Such lines 
could be featured in window dis- 
plays. 

The effective blackout window, 
shown on page 58, was used for 
several weeks by Otto Herrmann, 
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Inc., Glendale, N. Y., located less 
than 10 miles from Times Square, 
the heart of New York City. 
Lacking entirely in scare and hor- 
ror appeal, this window featured 
numerous items from _ regular 
stock, new articles designed spe- 
cifically for blackout purposes 
and some regular merchandise 
which had not previously been 
carried by the store. Sales of 
some of the items in the window 
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increased 100-fold during the 
period of the display. Further 
impetus was given blackout sales 
by a regular outside salesman and 
by one of the firm’s inside sales- 
men. Banks, hospitals, public 
buildings, apartment houses and 
industrial plants were contacted 
on blackout and protective lines 
with very good results. 

Some firms owning and operat- 
ing multiple dwellings and indus- 
trial buildings took air raid pre- 
cautions months before this coun- 
try became involved in actual hos- 
tilities. The Mutual Fire Insur- 
ance Co. of New York installed 
“fire buggies”, of the type shown 
on page 58, in each of the 30 
multi-tenanted buildings it owns 
and operates. Similar set-ups 
might be of interest to many apart- 
ment house and industrial plant 
operators in other parts of the 
country and even more elaborate 
devices might be recommended in 
many instances. These “buggies” 
were equipped with fire extin- 
guishers, standing extinguishers, 
fire hooks, 500 ft. of hose with 
nozzle, kerosene lanterns, flat 
axes, fire axes, asbestos gloves, 
asbestos blankets, stirrup (bucket) 
pumps and water buckets. 


HARDWARE AGE 










| 
i 
' 


eres )-- 








Ti kt tet eet OOD 


- OSE llr 
' ‘ 


They’Il Want.. 


A REAL Fence--for More 
Serviceable Installations 


When shrewd-buying poultry raisers ask you for ‘a uni- 
versal poultry fence that’ll really LAST’’— you have the 
completely satisfying answer in Keystone Chic Mesh. It’s 
ideal for pens, yards, ranges — every size chick or fowl. 


Chic Mesh is made of the same weather-resisting copper- 
bearing steel wire as RED BRAND field fence. Gives, 
easily, twice the service of ordinary netting, yet costs no 
more, installed. 


It’s easily and quickly erected. Needs no top or bottom 


boards and fewer posts. Wires are 18 gauge (1514 gauge 
top and bottom). Made in 6 heights, 150 ft. rolls. 


KEYSTONE STEEL & WIRE CO. 
DEPARTMENT P-6 PEORIA, ILLINOIS 


By the Makers of 


Graduated 


From 


gp Bye 
3 Inches 
High 


Graduated 
From 
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RED BRAND FENCE §-3 
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Prepared roofing—With prices 
now established at the levels of last 
summer, roofing makers are expecting a 
year of large demand, and some inter- 
ferences with supply. One producer is 
eliminating all less than carload ship- 
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ADVANCES 








Lead. Lead products. Stove pipe collars. 
Stove, heater wicks. Some hand tools. 
Cast iron radiation, boilers. Coal chutes. 
Garbage receivers. Fireplace dampers, etc. 


White lead in oil. Cotton sash cord. 
Cotton clothes line. Cotton twine. 


Cotton. Some glass substitutes. 





Glass substitutes—One manu- 
facturer of cotton fabric and _ plastic 
glass substitutes placed general advan- 
ces in effect on Jan. 2, raising the rec- 
ommended basis to retailers f.o.b. fac- 
tory as follows, compared with the 
schedules effective last spring and fall: 
Fine weave waxed cotton fabrics, now 
23% cents, formerly 19 cents sq. yd.; 
medium weave waxed cotton fabrics, 
now 18 cents, formerly 14 cents sq. yd.; 
cord mesh, plastic covered, now 38 
cents, formerly 36 cents sq. yd.; wire 
mesh, plastic covered, now 54 cents, 
formerly 52 cents sq. yd. 

There is an upward trend in screen 
wire mesh, plastic covered, in 100 ft., 
36-in. wide rolls. 


1 cs ” 


Eaves trough, conductor 
pipe, etc.—By a nationally revised pro- 
gram of simplification, all makers of 
this galvanized building trim have elimi- 
nated less-essential sizes and _ items, 
among these moves being the discontinu- 
ance of double-beaded gutters. 


* oe 


Garden hose—A leading manu- 
facturer reports to distributors that gar- 
den hose lines are to be simplified into 
one competitive quality—in 50 foot 
lengths, or longer—% inch single 
braided black, and that this must be 
made chiefly of reclaimed rubber. No 
price change is anounced on this one 
remaining item. 
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Glass prices — Just after the 
dealers’ discount on window glass had 
been raised by some makers, Jan. 15, 
from 77-10 per cent to 75-10 per cent, 
this advance was rescinded by request 
of O.P.A. Correspondingly, mark-ups 
in jobbers’ prices announced in Decem- 
ber, were withdrawn. 





DECLINES 


Turpentine. 





Machine tools—Price Adminis- 
trator Henderson, on Jan. 21, imposed 
a price ceiling on new machine tools 
at the level of Oct. 1, 1941. The price 
schedule covers, in addition to lathes, 
planers, milling machines, and similar 
equipment, such items as metal working 
presses, which are not ordinarily con- 
sidered machine tools. The price roof 
applies to “all machines for the cutting, 
abrasing, shaping, and forming of 
metals.” 

. a * 

Lead advanced—In a move to 
increase the production of major war 
metals, on Jan. 13, O.P.A. set a sharply 
higher ceiling price of 6% cents a 
pound, f.o.b. New York, for primary 
lead. This represents a $13.00 per ton 
advance above the voluntary figure of 
5.85 cents, maintained by producers 
since the closing days of March, 1941. 
The new price places lead at its highest 
level since early 1937. 





ments, on behalf of its distributors or 


directly, and will serve its jobbers only 
with carloads for their stocks. 
at at a 
Stoves and accessories—Sup- 
plies of stove pipe, furnace pipe and 
accessories have been better than ex- 
pected during this winter season, 
chiefly because factories and whole- 
salers started early to build up stocks, 
and insisted upon early orders from the 
retail trade. 1942 will present a much 
more difficult problem, and it is not yet 
possible for manufacturers to accept 
forward orders. Recent price increases 
have been few—one maker raising 
quotations on stove pipe collars—an- 
other increasing prices on its line of 
stove and heater wicks. 
~ oo a 
Hand tools — One maker has 
put out a new jobbers’ price sheet, ef- 
fective Jan. 20, on new orders and on 
unshipped balances. The few changes 
in price are to cover increased manu- 
facturing costs. Enumerated is a sub- 
stantial list of screw drivers, wrench 
kits, and other tools to be dropped after 
present supplies sell out—this in the 
interest of conservation of materials, 
and because other numbers or style re- 
main as reasonable substitutes. 
~ * x~ 
Steel pipe—While steel pipe is 
available to regular distributors for the 
present, on the basis of 80 per cent of 
1940 takings, limited supplies of zinc 
allotted to the pipe makers, for galvan- 
izing, is forcing every possible substitu- 
tion of black pipe for galvanized. Where 
jobbers do not have large regular out- 
lets for black pipe, many of them are 
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Government quotas for 1942 egg production ask an in- 
crease of 360,000,000 more dozen eggs than last year! 
Poultrymen, farmers and even urban chicken owners must 
increase flocks, and production per bird as well, to meet 
this vital need. 


For the extended ranges, new yards and pens, more 
sunporches, extra brooding houses and healthful wire 
floors required by this program, the Pittsburgh line of 
Fences and Fence Fabrics meets the need better than any. 


Feature by feature, Pittsburgh Welded-Joint or Hinge- 
Joint Poultry Fences give more value for the same money. 
Quality equal to any on the market; range and design is not 
exceeded anywhere. Line wire spacings are adequate for 
all sizes of fowls, starting with openings as small as 1"' at 
the bottom graduated to 4"' at the top; in some styles from 
144" at bottom to 5" or 6" at top. A wide selection of 
gauges includes Nos. 14, 14%, 15%, and 17. Heights 
up to 72". 


PITTSBURGH STEEL COMPANY 


1621 GRANT BUILDING PITTSBURGH, PA. 
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Pittsburgh Close-Mesh 
Welded Fence Fabrics 
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For “101” uses—7 meshes, 5 
gauges, 6 widths! Smooth, 
stronger, non-raveling! Meshes 
from 1''x 1'"' to 2" x 6"; gauges 
from 11 to 16; widths up to 72"'. 
The most complete line of these 
useful fabrics anywhere! 













Pittsburgh Fences and Fabrics \/ 
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rationing galvanized pipe on the basis 
of 25 to 50 per cent of the black pipe 
taken at the same time. 


Poultry supplies—The famine 
on poultry netting continues, during the 
government’s current period of urgent 
use. In most cases, the making of 19 
gage netting, and the supplying of “gal- 
vanized after” coating has been discon- 
tinued, and jobbers are “stretching” 
their limited stocks by apportioning re- 
stricted amounts among regular custom- 
ers only. After a very heavy 1941 de- 
mand for poultry supplies, further mate- 
rial increases are expected this year, the 
Agricultural Department reports. The 
demand for poultry and eggs wlil aver- 
age greater than in 1941, however, and 
probably will counteract any price-lower- 
ing tendency of the increased supplies. 
Prices received for eggs this year are 
expected to average higher than in 
1941, and the feed-bag ratio probably 
will be more favorable than usual. 


* * * 


Plumbing and heating—The 
early January cold snap turned a war- 
mer-than-normal winter into one of 
“average” temperature in its demands 
upon heating installations and repairs, 
and its calls for fuel. 1941 sales of the 
plumbing and heating industry were the 
largest on record—estimated at $1,430,- 
000,000 compared with $1,114,584,000 in 
the preceding year. Among wholesalers 
dollar volume exceeded 1940 levels by 
more than 35 per cent in every month 
from January through November. The 
1l months’ total sales reported by 
plumbing and heating wholesalers were 
49 per cent above the similar 1940 com- 
parisons. Effective Jan. 31, prices on 
cast iron radiation and boilers were ad- 
vanced approximately 15 per cent. Ef- 
fective Jan. 1, such cast iron builders’ 
specialties as coal chutes, garbage re- 
ceivers, fireplace dampers, etc., were ad- 
vanced approximately 5 per cent 


. * * 


Paint—There will be no paint 
shortage during the war, although there 
will be fewer colors and fewer container 
sizes, according to Ernest T. Trigg, 
president, National Paint, Varnish and 
Lacquer Association. Good serviceable 
paints always will be available, although 
there will be changes in paint formulae 
to curtail use of white lead and zinc 
oxide which are being used in war ma- 
terials. Mr. Trigg, who is a member of 
the O.P.M. industry advisory committee, 
reminds that the number of colors has 
been reduced from 32 to 18 in house 
paints, with corresponding reductions 
in floor paints, enamels and varnishes. 
Also, that quarter-pint and half-gallon 
sizes have been eliminated. 


64 


Oil and turpentine — Linseed 
oil, after rising during 1941 more than 
22 cents per gallon, was finally “frozen” 
by O.P.A. order in December at the 
“highest shipping point price at which 
seller sold on Nov. 26, 1941”—a drop 
of some 74% cents from the year’s peak. 
The rise on turpentine during 1941 
almost doubled the year’s opening price, 
but at the year-end a reaction reduced 
current levels to a total mark-up of 37 
cents per gallon (over Jan. 1, 1941). 
On shellac, even at late sharp advances, 
no regular “top” can be reported. The 
Government has practically held up all 
distribution of shellac. A priority is 
required to place an order, and a defi- 
nite need must be shown. Effective 
Jan. 23, white lead in oil was advanced 
% cent per pound. 

ai a ae 

Tacks and shoe nails — One 
maker announced in January a conser- 
vation program, eliminating (after the 
sale of present stocks) all but the lead- 
ing-seller items in bill-posters’, carpet 
and upholsterers’ tacks, and in its other 
tack lines. The same concentration will 
affect cobblers’ and clinch nails, shoe 
tacks, sole nails, and other shoe-finding 
fasteners. When present supplies of % 


pound paper boxes are used up, this - 


style of packing will be discontinued. 
* - « 


Electric light bulbs—Tungsten 
for use in-light bulbs is available in 





MASS DISPLAY 
IN SELLING 





Mass display of related items as 
an important factor in selling is 
indicated by this appliance display 
in western store. To catch the eye 
of the customer this store has 
arranged an interesting mass dis- 
play of related appliances prom- 
inently classified by a trade name 
in attractive overhead and indirect 
lighting. 





adequate quantities to supply normal 
needs, manufacturing spokesmen advise 
—denying widely circulated reports that 
a shortage of bulbs is impending. Con- 
sumers were advised to buy for normal 
needs and not to start hoarding. Lamp 
output is “budgeted” on an annual 
basis, a manufacturing company official 
said, and tungsten wire for filaments is 
fabricated in advance. He asserted 
enough wire for 6 to 10 months’ require- 
ments is already in stock of some of the 
major manufacturers. Tungsten nor- 
mally comes from China and British 
Malaya, but recently, especially since 
the American government began trying 
to expand sources in Latin America, pro- 
duction has been increasing in Bolivia, 
Peru, and Argentina. The incandescent 
lamp industry uses a relatively small 
amount of the imports of the metal, 
which is also used for manufacture of 
steel cutting tools, magnets, and armor 
piercing bullets. In 1940 about 1,100,- 
000,000 incandescent lamps were sold 
by American manufacturers. Their re- 
tail value was estimated at $167,000,000. 
Increased factory activity is believed to 
have expanded the sales in 1941. 
7” ” . 


Lead products—Important pro- 
ducers of lead oxides advanced prices 
% cents per pound, effective Jan. 14. 
On Jan. 20, Administrator Henderson 
asked manufacturers of lead pipe, 
sheets, type and _ bearing metals, 
solders, ammunition, and other metallic 
lead products not to exceed prices ob- 
tained by taking their April 1, 1941, 
prices and adding 65/100ths of a cent 
(65 points) per pound of lead content 
in each product. Most of these prod- 
ucts were thereupon advanced 65 
points, except lead pipe, which was 
raised 40 points, on Jan. 20. In the 
New York wholesale market, full lead 
sheets are now quoted at 9.50 cents 
per pound, cut lead sheets at 9.75 
cents, and lead pipe at 8.15 cents. 
Drum traps, roof flanges and combina- 
tion bends, are quoted at 20 per cent 
off list; previously they had been 
priced at 25 per cent off, except flanges 
which were 45 per cent off. 


* * * 


Rope and cordage — Manila 
rope stocks “frozen” last fall are now 
being inventoried, and may likely be 
taken over by the Defense Supplies 
Corp.—working through the manufac- 
turers. While some sisal supplies are 
available from Mexican and Cuban 
sources, these are only fractional to the 
enlarged demand. Sisal rope and 
twines are still not under government 
restriction, but some cordage authori- 
ties feel that a rationing, or perhaps a 
“freezing,” of sisal supplies is a pos- 
sible later contingency. Effective Jan. 

(Continued on page 90) 
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WHERE SAFE, SURE BATTERIES 
ARE VITAL 
Ray-O-Vac LEAKPROOF Batteries 
are vital to defense; and now, more 
than ever, vital to your home. The 
patented armor-ciad construction 
| the test-proven longer life 
lguarantee your flashlight against 
damage—and guarantee you sure, 
portable light when you need it 
For your flashlight —or your small 
ibattery radio—get Ray-O-Vac 
ILEAKPROOF. 10¢ at all better 
|stores —flashlight protection plus 
longer life, at no eXtra cost 


RAY-0-VAC COMPANY, MADISON, WISCONSIN 
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FOR YOUR CUSTOMERS 


... GS for 
THE SIGNAL CORPS 











LEAKPROOF 


PROTECTION 


IS 
IMPORTANT! 


At the front, and also here at home, 
electrical equipment is precious 
these days! So now, more than ever, 
it’s important to “protect with 
Ray-O-Vac LEAK PROOF’’—and your 


customers know it. 








Everywhere—especially in ‘‘black- 
out’’ zones — Ray-O-Vac LEAK- 
PROOF Batteries are in demand 
—to guard the lives of hard-to-get 
flashlights and portable radios — 
perhaps of their owners, too. 

Also highly valued is their all- 
weather reliability. They are serv- 
ing with equal dependability in Ice- 
land and the South Seas. 

Yes, Ray-O-Vac Leakproof ad- 
vantages mean more than ever. 
You'll find that out. Be ready. Stock 
now with Ray-O- Vac Leakproof. 


RAY-0-VAC COMPANY - MADISON, WISCONSIN 









DEFENSE MUST COME FIRST 


All Leakproof orders are being filled, but priorities 
in the interests of our armed forces, occasionally 





cause temporary delays in delivery. In such cases 
we are confident that patriotism will promote pa- 
tience. But in view of these circumstances, wisdom 


suggests ordering well in advance of needs. 







































Fire destroyed 
Eddy’s hardware 
store. It has 


been rebuilt and 


This modern structural glass and metal front, finished 
in brown and cream, catches the eyes of the passersby. 


Everyone in Town Likes 





























Displays surrounding 
the cash register. Note 
cutlery case next to 
it and displays of the 
irons underneath it. 


Oilcloth and linoleum are 
next to the basement stair- 
case. And there’s plenty 
of space all around them. 





\ Ven a_havoc- 


wreaking fire raged through 
Eddy’s hardware store in French- 
town, N., J., in the spring of 1940, 
fire and water took a heavy toll 
in stock, fixtures and the building. 
George W. Eddy decided to have 
a really modern store to replace the 
former three-story edifice and the 
old building was made into a mod- 
ern two-story structure which was 
opened iast December. A modern 
front, modern open fixtures, effi- 
cient lighting and wide aisles are 
features of the new store. And 
the 1200 people of Frenchtown 
like the new arrangement. 
Fluorescent lighting was in- 
stalled in the new and wider win- 
dows as well as in the store inte- 
rior. While there now is three 
times as much illumination in the 
store, costs have not been in- 
creased. 
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Not only does the new lighting 
help sell merchandise and make 
the store a better place in which 
to shop and work, but its use has 
proved to be the opening wedge in 
the sale of fluorescent lighting to 
various business and banking con- 
cerns in the territory. 

The store front is of metal and 
structural glass and has two wide 
partially enclosed windows. The 
color scheme is brown and cream, 
so that the store is by day and 
night an attention getter. Old 
style fixtures and high shelving 
have been replaced with modern 
open top units and shelving which 
is easy to reach. 

Eddy’s Hardware has been con- 
ducted since 1884 by members of 
the family, the present owner’s 
grandfather and father also having 
been proprietors of the business. 
In addition to the Frenchtown 
store, the firm operates a branch 


in Clinton, N. J. 
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One of the fluorescent 
units is used for il- 
luminating the store’s 
paint department. The 
case at the left holds 
a stock of the better 
grade of paint brushes. 



























the Store That Went Modern 


A modern front, open fixtures 
fluorescent lighting and wide 
aisles are among its features 


This rounded-end dis- 
play table features a 
variety of housewares 
items, of both utility 
and gift types in a 
prominent location. 
A number of manufac- 
turers’ display units 
are effectively used 
upon this table. 














Special Sale Doubles Day's Volume 


The Franklin Hardware Co. publicized its 
errors and then realized a profit on it 


A SALE which pub- 


licized the buying mistakes of the 
business more than doubled the 
usual day’s sales volume for Frank- 


lin Hardware Co., North Attle- 
boro, Mass. This community is 
an industrial city of approximately 
11,000 population. 

This sale played up the fact that 
Proprietor George J. Leven’s face 
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was pretty red due to mistakes 
made in the selection of merchan- 
dise during the year. The three- 
column by 14 in. advertisement 
opened with the headline “Is My 
Face Red!” Then followed a short 
bit of copy about the various items 
on sale, the regular selling price 
and the special sale price. 

Copy dealt not so much with the 
items themselves as with some of 
the circumstances responsible for 
their being included in this special 
sale. All statements were frank 
and many were very humorous. 

Examples of typical copy are: 

“Rubber tank balls. 21% to 3 in. 
Got to sell them before they rot. 
Each 9¢,” and, “Bought a dozen 
mole traps six years ago to sell at 
98¢. Will take 39¢.” 

Practically every person coming 
to the store remarked about the 
advertisement. Most of them got 
a great “kick” out of it and wanted 
lo see certain items mentioned in 
it. 

“Our advertisement,” says Mr. 
Leven, “mentioned a clothesline 
tightener priced at 4 cents. More 
than a third of the people who ex- 
amined this decided to buy the 50- 
cent tightener which we handed 
them along with the sale item. 
Anxious as we were to dispose of 
sale merchandise, we did not neg- 
lect opportunities to sell regular 
merchandise which was of interest 
to customers.” 

A sale of this type is held every 
year by this company and it is 
started shortly after inventory tak- 
ing is completed. It also results 
in considerable good publicity for 
the business. Besides these advan- 
tages, the sale does move out a lot 
of dead, slow moving merchandise 
and overstocks and stimulates bus- 
iness at this time of year. 
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Reg. U.S. Pat. Off. 


BRANDS 
Sun-Red Edge = AluminA 
(electro-plated with zinc) 
Sun-Red Edge Black 
(painted) 
Sun-Red Edge Bronze 


Bright 
and Noxide (antique) 








Your Uncle Sam needs Screen Cloth to 
protect the health and comfort of his 
nephews in the Army and Navy — in 
barracks, mess-halls, hospitals, etc. 

You'll agree that he must be served 
first—even if it means that you yourself 
won't get as much Red Edge as you'd 
like—or have to wait a while for it. 

The top-quality materials of which 
Red Edge Screen Cloth is made are in 
great demand for so many defense pur- 
poses, these days, that we cannot, as 
heretofore, get unlimited amounts of 





these supplies for civilian use. However, 
from the tonnage available for that pur- 
pose, we will do our level best to meet 
the requirements of our trade—and assure 
you that every square foot produced 
will be Red Edge quality! 

You can do your part by telling your 
customers this—not only when you have 
Red Edge to sell them, but especially if 
you are temporarily out of Red Edge. 
They'll appreciate your being particular 
about the quality of the screen cloth you 
sell. We'll appreciate your co-operation. 
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the display of wallpaper, paints 
and farm hardware in your win- 
dows are presented in the illustra- 
tions accompanying this article. 
These items will soon be in de- 
mand in most sections of the coun- 
try. Plan your displays early and 
go after this business. ~ 


Labor Saving Devices 


Farmers will need many labor 
saving devices during the coming 
year. They will also have the 
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March—lt's Time to Show 
Farm Hardware Items 


Display IDE AS 


nal Window 


=>+>- 


cells. —_ dressing. liquid 


P corrugate 
f ivory ut letters © 


tan material. Cut-o 


money with which to buy these 
goods. Your job will be to attract 
these customers to your store and 
interesting windows featuring 
some of the more unusual items 
will bear good results. The theme 
of the farm hardware window is 
extra horsepower. Using gas en- 
gines and electric motors for jobs 
formerly done by hand will be the 
trend. Few hardware dealers have 
pushed this type of merchandise. 
Now is the time to sell it and, since 
it is essential to the farmer, it will 
be available. 

There are many items to be 
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ot belt in en wv pelts, etc- 
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shown along with these major 
units. A complete list of them is 
suggested in the caption below the 
illustration. Many of these are 
seldom featured in displays of any 
type. Give them a good boost now! 
It will be worth while and will re- 
sult in some additional volume. 


Ensemble Interior Display 


Farm hardware, and especially 
the items shown in this window, 
is usually scattered all over the 
store. Devote a table and a plat- 
form to this merchandise in your 
interior display. Show the smaller 
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WARTIME HOUSING 
STARTS BIG DEMAND 
FOR RUBBING BRICKS 


Order this Carborundum Display now — and 
get your share of this profitable new business ! 


S 





@ Put this No. 670 colored Display on your 
counter—and let every contractor and mason 
know that you carry the Carborundum Brand 
Silicon Carbide Rubbing Bricks he needs! 


With all the housing projects, remodeling and 
other construction going on, there’s already a 
terrific demand for these Carborundum Brand 
Silicon Carbide Rubs for finishing concrete and 
terrazzo surfaces. So be ready to supply the 
contractors and masons in your neighborhood. 
Send in your order for a No. 670 Display 


~ today! 


This display assortment consists of two each of 
three popular rubbing bricks; the No. 211, plain; the 
No. 285, fluted and the No. 288, fluted with handle. 
One of each is mounted on an attractive counter 
display as shown, the other three make up the 
reserve stock, six in all, List price . . . $10.50. 





For extra sales 
team up with 


CARBORUNDUM 


Wm PRODUCTS 

















THE CARBORUNDUM COMPANY « NIAGARA FALLS, N. Y. 


REG. U.S. PAT. OFF. 


Sales Offices and Warehouses in New York, Chicago, Philadelphia, Detroit, Cleveland, Boston, Pittsburgh, Cincinnati, Grand Rapids 


(Carborundum is a registered trade-mark of and indicates manufacture by The Carborundum Company ) 
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items on the table and the larger 
ones on the platform. Interesting 
displays can be developed easily. 
Work up the ensemble idea and 
show everything needed for the 
job. 


New Atmosphere for the Home 


Housewives are always inter- 
ested in making changes in the 
home. They spend so much time 
there that they, more than any 
other members of the family, tire 
of its walls and furnishings. New 
wallpaper or paint in a room will 
practically change it into a new 
room. 

Sell this idea to the women in 
your community and show them 
how your merchandise can be 
used to bring about this welcome 
change. They will look to your 
store for future suggestions. 

Quoting attractive prices on 
some item shown in the window 
will increase the effectiveness of 
the display. Special prices on 
bundled lots of wallpaper fre- 
quently are possible, especially if 
the patterns involved are numbers 
carried over from the previous 
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“| WANT THE KIND THAT WRITES YOUR NAME ON KE” 





season. Frequently this paper is 
just the thing for decorating the 
walls of the attic room where the 
children hold forth. Featuring 
price in this manner will also es- 


tablish your store as competitive. 


Wallpaper is not the easiest mer- 
chandise to show in a window. In 


the accompanying display, wooden 
“T” fixtures of different heights 
are used to support the different 
patterns. These can be constructed 
from light wood strips. The wall- 
paper is simply draped over the 
support with the unused portion 
of the roll placed on the floor at 
the base. Several popular patterns 
of this merchandise can be shown 
in this way and will attract atten- 
tion to the display. Direct a spot- 
light on this merchandise in order 
to increase its effectiveness. 


Sample Books 


Hardware dealers claim that 
most of their sales of wallpaper 
inside the store are made from 
sample books supplied by the 
manufacturer. Therefore, com- 
fortable facilities should be pro- 
vided in some part of the store 
where customers can select suit- 
able patterns for the rooms to be 
redecorated. Make this section as 
near self-service as possible. Try 
to encourage customers to wait on 
themselves so that salesmen may 
be available to take care of the 
needs of rush customers. 
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WALLPAPER AND PAINT WINDOW 


MERCHANDISE: Show a number of different patterns of wallpaper on “T” supports. 


Wallpaper in bundles, flat wall finishes, semi-gloss 


es, gloss enamel, floor paint, var- 


nish, varnish stain, paint brush cleaner, paint and varnish brushes in several sizes, paste 
brush, wallpaper smoothing brush, seam roller, wheel knife, putty knife. 


BACKGROUND: All panels are to be covered with wallpaper remnants. Cut-out letters 
of light blue corrugated board. 
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on 


: | FIFTY MILLION DOLLARS, NOW 


How the fund is allocated... 


iat ° _° . 

> W hat it does in service 

ym 

os Every dollar that you give now to your Red Cross marches into the thick 
of things where humanitarian help is needed most—up to the fronts and 
x battle stations where the fighting is heaviest. Into the Red Cross hos- 
ve pitals and First Aid units where prompt medical attention and supplies 
at- may save innumerable lives. And throughout our broad land to train 
be and equip volunteers to meet any emergency that may strike. 

as 

~ 

ni How the $50,000,000 

ay 


he War Fund is Used 


SERVICE TO THE ARMED FORCES « © © © © © © © $25,000,000 
Provides for the care, welfare and morale of the Army and Navy, including services 

to men ir hospitals and during convalescence. ® Provides an important link be- 

tween the service men and their families; keeps the families from breaking up, 

supplies food, shelter, medicine, and even jobs where necessary. ® Provides essen- 
tial medical and other supplies outside of standard Government equipment. ® 
Operates Red Cross headquarters at camps and naval stations. ® Enrolls blood 
donors and medical technologists for Army and Navy needs. © Provides millions of 
surgical dressings, sweaters, socks, etc., through volunteer workers. 


DISASTER AND CIVILIAN EMERGENCY RELIEF « ¢ ¢ $10,000,000 
Supplies emergency needs for food, clothing, shelter and medical attention for dis- 
aster victims. ® Assists stricken families in repair of homes and other adjustments; 
provides minimum reserves of essential relief supplies to prevent unnecessdry delays. 


CIVILIAN DEFENSE SERVICES © © © © © © © © © « $ 5,000,000 
Trains volunteers for home nursing and nurses’ aides. © Trains nurses, men and 

women, for active duty with the Army and Navy. ® Trains volunteers in First Aid 

and accident prevention. ® Trains volunteers for work in Motor Corps, Canteen and 

Production. © Instructs men, women and children in preparedness against explosive 

and incendiary bombs. ® Organizes for evacuation of children and their families 

from stricken areas. ® Assists Red Cross Chapters in establishing effective coordina- 

tion of emergency relief with local and State defense authorities. 


SERVICE AND ASSISTANCE THROUGH CHAPTERS « $ 4,000,000 


Gives assistance and service to the 3,740 Red Cross Chapters with their 6,131 Branches 
responsible for lecal Red Cross activities, particularly welfare work among the 
service men and their families. 


OTHER ACTIVITIES AND CONTINGENCIES * © © © © $ 6,000,000 


Provides for unforeseen expansions in program and for new activities made necessary 
by unexpected developments. 


TOTAL*®***e*e2eee ©e © ee © © © © © 850,000,000 


THE AMERICAN RED CROSS $50,000,000 WAR FUND 


Note to Red Cross Canvassers: Use this material to better 
inform contributors how their donations are being expended. 
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UNIFIED SALES PLAN LINKS 
WESTERN -WINCHESTER-BOND 


Manufacturers of Ammunition, Firearms, 
and Flashlights to Correlate Activities 


Establishment of a _ uniform 
sales policy within the ammuni- 


| sions with responsibility for ad- 


tion sales department of Western | 


Cartridge Co., East Alton, IIl., 
and the sales departments of its 
operating divisions, Winchester 
Repeating Arms Co., and Bond 
Electric Corp., New Haven, 
Conn., has been announced by 
the Western management. 

The plan involves the re-as- 
signment of executive sales per- 
sonnel, and is intended to safe- 
guard as far as possible the 
interests of Western, Winchester 
and Bond commercial customers 
in view of the heavy burden im- 
posed upon the Western, Win- 
chester and Bond organizations 
by national defense activities in 
the war emergency. 

In future, administration of all 
sales offices, methods of opera- 
tion, trade and consumer rela- 
tionships, and direction of the 
sales forces in the field, will re- 
flect the basic sales policy of 
Western Cartridge Co. The sales 
management at all headquarters 
offices will coordinate their ac- 
tivities so closely as to insure 
uniformity of service, as well as 
policy, on the highest efficienecy 
standard possible under present 
conditions. 

The added burdens which have 
been placed upon the executive 
staffs at the East Alton and New 
Haven headquarters will require 
the administrative personnel to 
assume greater responsibilities 
than in the past. Under this 
condition, it has been necessary 
to make several changes in the 
responsibilities of sales execu- 
tives. 

W. T. Birney, who served for 
many years as Winchester and 
Bond sales manager, has been 
appointed director of sales of the 
Winchester Repeating Arms Co. 
and Bond Electric Corp. divi- 
sions, and Robert Wier, Jr., has 
been appointed sales manager of 
the Winchester and Bond divi- 
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ministrative details. 

Mr. Wier formerly was a sales 
executive of the Sun Oil Com- 
pany, and has had many years 


experience in marketing through 
jobbing channels. His headquar- 
ters will be located with the Win- 
chester organization in New 
Haven. 








Garden Hose Production 
Restricted To Use 
Of Reclaimed Rubber 


More rigid control of the use 
of crude rubber and latex under 
which many products familiar to 
the average citizen may disap- 
pear, was provided Jan. 23 by 
the War Production Board by 
issuance of a comprehensive 
amendment to the rubber conser- 
vation order. The effect will be 
to reduce the amount of crude 
rubber and latex available this 
year for the manufacture of a 
wide variety of civilian goods by 
about 75 per cent below recent 
annual consumption. 

Such products as lawn and 
garden hose, golf and tennis balls 


| and other sporting goods, house- 


hold aprons, and goods made of 
sponge rubber, can be made in 
the future only from reclaimed 
rubber. Until otherwise ordered, 
no one may sell, trade, or trans- 
fer any crude rubber or latex, in- 
cluding compounded liquid latex, 
without permission of WPB or 
the Rubber Reserve Co. This 
control program became effective 
Feb. 1 and was issued by acting 
director of priorities J. S. Knowl- 
son. It is known as Amendment 
No. 3 to Supplementary Order 
M-15-b, and sets forth the uses 
for which rubber and latex will 
be made available to processors. 

Except to fill strictly war or- 
ders, these uses are restricted 
each month from Feb. 1 on to 
certain percentages of average 





monthly consumption during the 
12 months ended March 31, 1941. 
In certain cases, such as manu- 
facture for all types of tires, cas- 
ings and tubes and for retread- 
ing and recapping materials, spe- 
cific permission to use crude 
rubber or latex must be obtained 
from WPB. This does not apply 
to use of reclaimed rubber. 

In addition to filling war or- 
ders, which include the Army and 
Navy, certain other governmental 
agencies, designated foreign gov- 
ernments, and lend-lease con- 
tracts, rubber may be consumed 
each month for the following 
general purposes and at the fol- 








lowing percentages of the base 
period: 

Essential heavy industry belt- 
ing, hose, and packings, 140 per 
cent; Belting and hose used in 
the manufacture of consumers’ 
goods, 100 per cent; miscel- 
laneous rubber goods, 25 per cent 
(it is expected that this produc- 
tion rate will be sufficient to 
cover all orders bearing high 
preference ratings, and will not 
permit production of non-essen- 
tials) ; fire and mill hose neces- 
sary for civilian defense and the 
increased industrial activity, 180 
per cent; industrial protective 
clothing, 100 per cent; rubber 
footwear for workmen and for 
athletic use, 30 per cent; plumb- 
ers’ supplies, 80 per cent. (Not 
the complete list). 

Latex may be consumed for the 
following purposes, and at the 
following rates: Industrial V belts 
and belting, 120 per cent; elec- 
tricians and industrial gloves 
(without fabric) 100 per cent. 
(Not the complete list). 

Express permission must be ob- 
tained from WPB to consume 
rubber or latex to manufacture 
tires, casings and tubes of all 
types, including bicycle, motor- 
cycle, and farm implement; re- 
treading and recapping mate- 
rials; compounds for insulating 
wire and cable, and jar rings 
and container sealing compounds. 

The program does not list the 
hundreds upon hundreds of prod- 
ucts for which crude rubber or 
latex will not be made available, 
but merely sets forth those items 
that can be manufactured. 








Wrought Washer Makers 
To Hold To Dec. 1 Prices 


(Washington Bureau 

of HARDWARE AGE) 
Pointing to price increases as 
high as 60 per cent since Jan. 1, 
1940, OPA has requested manu- 
facturers of plain wrought wash- 
ers to refrain from increasing 
prices beyond levels existing in 
their companies on Dec. 1, 1941. 
In his letter to the manufac- 
turers, Price Administrator Hen- 
derson said OPA realizes that 
such drastic increases as those 





cited can be attributed to some 
degree to the additional cost of 
raw material employed. 

“However,” he continues, “our 
investigation definitely indicates 
that the additional selling prices 
have more than compensated for 
increases in costs and, therefore, 
we cannot condone further ad- 
vances.” 

Filing of existing price sched- 
ules with OPA also was asked. 
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BICYCLE MFRS. TO MAKE 
ONE STANDARD MODEL 


750,000 of these ‘“Victory’’ Models 
to be made. Has no copper, nickel 


or plated work. Weighs 34 lbs. 


(Washington 
of HARDWARE 


Bureau 

AGE) ee : ° 
these critical materials in the 
“Victory Model,” it is estimated 
that 30,000 tons of steel will be 
saved as the result of the reduc- 
tion in weight of the war prod- 
uct and the curtailed production 


Stripped almost completely of 
critical materials, gadgets and 
bright work, the bicycle indus- 
try has made plans to produce 
this year approximately 750,000 
of the “Victory Model” bicycles 


program. 
designed to meet adult civilian Manufacturers’ reports show 
requirements during the war. | that approximately 10,000,000 bi- 
One standard model will be! cycles now are in operation in 
adopted by 12 manufacturers. | this country, of which about 85 


The new model consumes no 
copper, nickel or plated work, 
and no rubber except that used 


per cent are used by children. 
The 1942 “Victory Model” pro- 
gram is aimed solely at adult es- 
sential requirements, and is not 
intended to furnish replacements 
for children or for purely recrea- 
tional purposes. It is believed 


in tires, which are smaller and 
made of about 90 per cent re- 
claimed rubber. The maximum 
weight of the bicycle is 34 lb. 

In 1941, the industry produced 
1,827,000 bicycles 
in 10 model designs, each having 
an average weight of 55 lb. Ap- 
proximately 3,000,000 lb. of cop- 


per and nickel were consumed. 
| 


an estimated “riding-for-sport” 


many 
can 
order by careful use of repair 
and maintenance materials. 








EASTERN GOLF MEET 
CALLED OFF 


H. L. Gilliam, 9 Rockefeller * i 
Plaza, New York City, secretary | °°MCe™ who will continue to be 
of the Eastern Hardware Golf | @*tve 1 the ee See 
Assn., has announced a decision | ‘" the capacity of vice-president 
of the board of governors to call and treasurer. 
off the annual golf tournament | Mr. Mahlon Smith, the new 
which was scheduled May 21-23 | Manager, joined the company in 
at the Buckwood Inn, Shawnee- | 1932, and served as sales repre- 
on-the-Delaware. However, the | Semtative in eastern Ohic and 
association will continue and so | Western Pennsylvania for a pe- 
that its membership will remain riod of four years. He then re- 
intact, it has set the annual dues 
at $1.00. 


| Mass., and Rockford, Ill. Mr. 
Smith succeeds his father, Ben 





| management staff at Niles. 


| 
| REED OF G-E HEADS WPB 
INDUSTRIAL BRANCHES 


MANAGER FOR MICH. 
WIRE GOODS CO. NAMED 


Announcement has been made Philip D. Reed, chairman of 


of the appointment of Mahlon J. | the board of directors of the 
Smith as manage of the Michi- | General Electric Co., will head 
gan Wire Goods Co., Niles, | the industrial branches in the 


Mich., an associated company of | Division of Industry Operations 
The Washburn Co., Worcester, of the War Production Board, it 
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| Besides saving large quantities of | 


H. Smith, founder of the Niles | 


has been announced 
Knowlson, director of the divi- 
sion. 


Mr. Reed joined the legal staff 
of General Electric in 1926, be- 





PHILIP D. REED 


| came assistant to the president 


that bicycles now in the hands 
of children or operators of the | 
estab- | 
lishments throughout the country | 
be kept in good running | 


and a member of the board of 


directors in 1937, and chairman | 


of the board in 1940. 

In February, 1941, Mr. Reed 
became senior consultant in the 
Priorities Division of OPM and 
in July became deputy director 
of the industrial subdivision of 
the Priorities Division. Later he 


| was appointed deputy director of 


turned to a position on the plant | 


the materials division, and on 
January 1, 1942, he was made 
special assistant to the directors 
general in charge of Industrial 
Branches. His new position will 
involve similar duties. 








by J. S. 


ASSIGN NEW POSTS TO 
ILG REPRESENTATIVES 

Several promotions have been 
made in the sales organization of 
the Ilg Electric Ventilating Co., 
Chicago, Illinois, according to an 
announcement made by P. D. 
Briggs, general sales manager. 


Byron L. Casey of the Chicago 
city sales office has been named 
district manager of the northern 
territory, supervising branch of- 





fices in Chicago, Milwaukee, 
| Minneapolis, Galesburg and 
| South Bend. Wallace G. Burbo 


has been appointed as manager 
| of the Boston branch office. 


| Charles E. Parks, formerly 
|manager of the Pittsburgh 
| branch office, has been trans- 


| ferred to Los Angeles, where he 
will assume new duties as dis- 
| trict manager of the Pacific 

Coast territory. Branch offices in 
Los Angeles, San Francisco, Se- 
| attle, Salt Lake City, San Diego, 
| Phoenix and El Paso will be 
| under his supervision. 

Charles H. Schneider, formerly 
in the Philadelphia branch office, 
assumes the post vacated by Mr. 
Parks, as manager of the Pitts- 
burgh branch office. The Pitts- 
burgh office now becomes a part 
of the middle Atlantic territory, 
under the supervision of C. W. 
Smith at Philadelphia. 

In Houston, Tex., W. M. Ver- 
| nor has been placed in charge 
| of the Ilg branch office under the 
| jurisdiction of Joseph J. Friedler, 
the southern terri- 


| manager of 
| tory. 


Insect Screen Cloth Off 
Price Schedule No. 40 


3ureau 
AGE) 


cloth 


(Washington 
of HARDWARE 
Steel 


insect screen was 


| removed by OPA from the list of 
| products covered by Price Sched- 


ule No. 40—Builders’ Hardware 
and Insect Screen Cloth, by an 
amendment of this order dated 
Jan. 15 because it is covered by 
Price Schedule No. 6, and Sched- 
ule No. 49, Iron and Steel Prod- 


ucts, and Resales of Iron and 


| Steel Products previously issued. 

The amendment 
Schedule No. 40 
bronze, hand drawn copper, and 
“koolshade” fabric insect screen- 
ing. Other minor changes made 
by the order include an expan- 
| sion of “door bells” to 
“door bell plates and push but- 
tons” and an elimination from 
the miscellaneous hardware group 
| of “screw hooks and eyes.” 


leaves in 
commercial 


cover 























































































HOUSEWARES BUYERS THRONG 


CHICAGO MARKETS; WICHT HEADS 
WASHER-IRONER ASSOCIATION 


Housewares buyers from all 
over the United States and Can- 
ada flocked to Chicago early in 
January to visit the huge house- 





JOHN M. WICHT 


wares and appliance shows staged 
there. Numerous, as before, was 
the representation of housewares 
buyers from prominent hardware 
firms throughout the country. 
The exhibits which ran con- 
currently were the Housewares 
and Major Appliance Show 
sponsored by the Housewares 
Manufacturers’ Assn., at the 
Palmer House, Jan. 4-9; the In- 
ternational Home _ Furnishings 
Market at the Merchandise Mart, 
Jan. 5-17, and the Winter Na- 
tional Home Furnishings and Ap- 
pliance Market at The American 
Furniture Mart, Jan. 5-17. 


The shows this year were be- 
set by unusual conditions; ex- 





tremely cold weather causing a 
reduction in attendance and the 
disruptions in the production of | 
civilian goods caused by critical 
shortages in many metals. Dis- | 
plays, while naturally short in a | 
great many of the lines, mate- | 
rials, and finishes formerly shown, 
were impressive in the variety 
and attractiveness of lines still 
available. It was evident that 
by judicious selection and substi- 
tution, housewares can continue 
as a leading drawing card for 
hardware stores. Increased use 
of glass, lacquer, paint, and other 
substitute materials was noted. A 
number of the new items are de- 
scribed in the “What’s New?” 
section of this issue. 


Three features highlighted the 





27th annual meeting of the Amer- 
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ican Washer and Ironer Manu- 
facturers’ Association on Jan. 7: 
announcement that OPM plans 
to aid the industry in “balancing 
out” stock of unfinished ap- 
pliances so as to serve retail trade 
channels further; election of 
John M. Wicht, home laundry 
appliance department manager, 
General Electric Co., Bridgeport, 
Conn., as the association’s presi- 
dent; and the selection of W. 
Neal Gallagher, president, Auto- 
matic Washer Co., Newton, Iowa, 
as association secretary-treasurer. 
In that post Mr. Gallagher suc- 
ceeds Joseph R. Bohnen, who 
passed away unexpectedly on the 
Sunday preceding the meeting. 
Announcement of the OPM 
plan was made by W. K. Chap- 
man, washing machine industry 
manager, Division of Civilian 
Supply, OPM. Special reports 


| are to be made to OPM by the 


home laundry equipment pro- 
ducers, designed to reveal the 
amount of materials, parts and 
time required for completing 
washers and ironers in work and 
to make them available “to as 
large an extent as is compatible 
with defense needs and to the 





W. NEAL GALLAGHER 


best of Washington’s ability.” 
Mr. Chapman pointed out that 
maintaining production will help 
to keep together staffs of skilled 
workmen until each factory can 
transfer its forces in full to de- 
fense production. 

Officers elected in addition to 
Mr. Wicht, were: first vice-presi- 
dent, Walter K. Voss, Voss Bros. 
Mfg. Co., Davenport, Iowa; sec- 
ond vice-president, Oscar A. 
Lenna, Blackstone Corp., James- 








town, N. Y.; third vice-president, 
Judson Sayre, Bendix Home Ap- 
pliances, Inc., South Bend, Ind.; 
executive committee: R. J. Sim- 
mons, Birtman Electric Co., Chi- 
cago; I. N. Merritt, Meadows 
Corp., Chicago; L. C. Upton, 
Nineteen Hundred Corp., St. 
Joseph, Mich.; George M. Um- 
breit, the Maytag Co., Newton, 
Iowa; Del Rizor, The Dexter Co., 
Fairfield, Iowa. 


Dr. James F. Bogardus, OPA, 
in an address before the Amer- 
ican Furniture Mart Press Club 
declared the automobile indus- 
try, now devoted 100 per cent 
to war production has been re- 
placed by the furniture and home 
furnishings business as leader in 
the durable goods field. Pros- 
pects in the industry are remark- 
ably bright in Dr. Bogardus’ 
opinion. “I think the furniture 
industry has a remarkably bright 
future,” he said, “as compared 
with other industries in this 
country; particularly the wood 
furniture industry which does 
not compete with the defense in- 
dustry to any extent insofar as 
raw material is concerned. There 
is no reason at all why the indus- 
try cannot continue at substan- 
tially the present level or 
possibly increase the level some- 
what.” 











Vv. G. SCOTT 


ASST. MANAGER SALES 
WOOD SHOVEL & TOOL 


V. G. Scott has become asso- 
ciated with the Wood Shovel and 
Tool Co., Piqua, Ohio, as assis- 
tant manager of sales. Mr. Scott 
has had wide experience in the 
shovel business. He was with the 
Pittsburgh Shovel Co., Pitts- 
burgh, Pa., and then at the time 
of the consolidation of a num- 
ber of shovel plants in 1931, he 
joined the Ames, Baldwin, 
Wyoming Co., at Parkersburg, 
W. Va., which company he left 
to take over his new duties. 


SUPPLEE-BIDDLE 
SPRING FAIR 


The Supplee-Biddle Hdwe. Co., 
will hold its annual Spring Fair, 
March 2-5, 1942, at the W. G. S. 
Building, 231 N. Third St., Phil- 
adelphia, Pa. 








Devoe Develops Synthetic 
Paint Brush Bristles 


Efforts of Devoe & Raynolds 
Co., Inc., New York City, to de- 
velop a synthetic bristle suitable 
for paint brushes were success- 
fully concluded during the year, 
it is announced by E. S. Phillips, 
president. 

Mr. Phillips reports: “A syn- 
thetic bristle, manufactured from 
raw materials which are amply 
available, along with a resinous 
rather than rubber setting, will 
soon be in quantity production. 

“Up to the present the paint 
and varnish industry depended 
upon natural bristles, imported 
from China and Siberia, for 
brushes but the world situation 
has rendered the supply highly 
uncertain. As early as 1936 De- 
voe & Raynolds arranged with 
Lehigh University for a broad 








program of research looking 
toward the development of a syn- 
thetic bristle. Dr. Harvey A. 
Neville of Lehigh’s department of 
chemistry and Dr. J. S. Long. 
Devoe’s research director, were 
assigned to the task. 

“After much investigation and 
trial with various materials, these 
workers finally evolved a formula 
which called for raw materials 
which are in ample supply. One 
essential ingredient, oddly 
enough, was a by-product which 
was obtained from a large manu- 
facturer of breakfast foods.” 

Devoe & Raynolds has com- 
pleted “The Colorful Years 
1754-1942,” a historic volume on 
the company’s long and interest- 
ing career printed in roto. 
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1,850,000 Bikes Made In 1941; 
Associations Elect Officers 


The Cycle Trades of America, 
Inc., held its annual meeting at 
the Commodore Hotel, in New 
York City, on January 23, 1942, 





NEELY POWERS 


This association is composed of 
the Bicycle Manufacturers Asso- 
ciation, The Cycle Parts and Ac- 
cessories Manufacturers Associa- 
tion, and the Cycle Jobbers 
Association. Each of these groups 
also held their annual meeting 
and election of officers just prior 
to the Cycle Trades Meeting on 
the same day. 

All meetings were closed busi- 
ness meetings for the discussion 
of industry problems. No outside 
speakers or topics were discussed 

A strong feeling of unity pre- 
vailed at all sessions. Everyone 
expressed a feeling of confidence 
in the future, despite the fact 
that no official plans for the fu- 
ture of bicycle production are 
available. H. M. Meloney, man- 
ager of the organization, is work- 
ing with the official bodies in 
Washington on this subject, and 
will make an announcement 
when something final is given 
him. 

The bicycle manufacturers en- 
joyed during 1941 one of the 
greatest years in history. There 
were over 1,850,000 bicycles pro- 
duced during that year. Every- 
one today is thinking of the bi- 
cycle as an essential part of 
transportation facilities, and the 
Bicycle Manufacturers are 
equipped to satisfy this demand, 
if materials are available. 

In view of the pressure under 
which most of the manufactur- 
ers in the bicycle industry are 
working, due to defense work, 
it was unanimously decided to 
waive the annual banquet, usu- 
ally held at the close of these 
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meetings, and instead a luncheon 
was held at the Commodore. 
which was attended by bicycle 
manufacturers, cycle parts and 
accessories manufacturers, cycle 
jobbers, and others interested in 
the bicycle industry. 

The officers elected for the 
various associations for the com- 
ing year were: Cycle Trades of 
America, Inc.: president, Neely 
Powers, The Colson Corp., 
Elyria, Ohio; first vice-president, 
Frank Carlton, Chicago, IIl.; 
second vice-president, N. R. 
Clarke, Westfield Mfg. Co., West- 
field, Conn.; treasurer, F. A. 
Baker, The F. A. Baker Co., 
New York City; secretary, Harry 
Kranz, Cleveland, Ohio. H. M. 
Meloney was elected manager, 
and assistant secretary-treasurer 
with offices at the Association’s 
headquarters in New York City. 

Bicycle Manufacturers Associ- 
ation: executive committee: 
Neely Powers, Frank Carlton, N. 
R. Clarke, and H. M. Meloney, 
secretary-treasurer. 

Cycle Parts and Accessories 
Mfg. Association: president, C. 
H. Abbott, Hartford Steel Ball 





H. M. MELONEY 


Co., Hartford, Conn.; vice-presi- 
dent, George Zahn, Stewart-War- 
ner Corp., Chicago, Ill.; trea- 
surer, Henry Bush, Eclipse 
Machine Co., Elmira, N. Y., and 
secretary, G. J. Ott, Goodyear 
Tire & Rubber Co., Akron, Ohio. 

Cycle Jobbers Association: 
president, F. A. Baker, The F. A. 
Baker Co., New York City; vice- 
president, H. P. Hansen, Chi- 
cago Cycle & Supply Co., Chi- 
cago, Ill.; secretary-treasurer, 
Alec Scaison, Progressive Cycle 
& Auto Supply Co., New York 
City. 








Purchasing 


EXECUTIVES 


— of successful manu- 
facturing companies — 
whose responsibility it is 
to buy wisely — usually 
decide on ‘Briggs & Strat- 
ton” when gasoline mo- 
tors are needed. 


Men who make buying their 
job pay exacting attention 
to quality, dependability, and 
value, carefully investigate 
and check the integrity and 


standing of their suppliers. 


And that is why purchasing 


These Machines Are 
Representative Exam- 
ples of the Wide 
Variety of Applica- 
tions of Briggs & 
Stratton Motors. 





ROAD 
MARKER 


BATTERY 
CHARGER 


SICKLE BAR 
MOWER 


executives usually prefer to buy 


4-cycle, air-cooled gasoline motors 


for their powered equipment from 


Briggs & Stratton — the world’s larg- 


est producers — sizes, 2/3 to 6 HP. 


BRIGGS & STRATTON CORPORATION 
Milwaukee, Wisconsin, U. S. A. 
































HOW 

THIS 

TOOL 
SELLS 
ITSELF 


Just hand your customer aGreen- 
lee Push Drill and let him see how 
easy it operates .. . its sturdy con- 
struction ... and its highly pol- 
ished chromium finish. Show him 
both the all-transparent plastic 
handle and the hardwood handle 
with a transparent ring next to the 
metal cap showing the ends of the 
drill points, and explain that both 
handles serve as a magazine for 8 
drill points. These Greenlee fea- 
tures will quickly sell this popular 
Push Drill to both the home crafts- 
man and the professional worker. 
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Write today for new catalog No. 
33 with complete details about this 
fast-selling Push Drill and _ other 
Greenlee Tools for the Woodworker, 
Electrician, and Plumber ... tools 
easy to sell, and tools that stay sold. 








@® TRANSPARENT OR 
HARDWOOD HANDLE 


@ 8-DRILL MAGAZINE 


@ ALL WORKING PARTS 
FULLY ENCLOSED 


@ CHROMIUM PLATED 


@®BUILT FOR LONG 
HARD SERVICE 


@ FAST, EASY TO USE 


‘GREENLEE TOOL CO. 


1802 HERBERT AVE. + ROCKFORD, ILLINOIS 


Tools That Stay Sold! 
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Sporting Goods Manufacturers 
May Receive Priority Aid 


|on the 1941 production. After | 
| have obtained these figures, he 

John B. Kelly, director of the | will discuss the matter with me. 
physical fitness program of the| “Therefore, I would like all 
Office of Civilian Defense, has | the manufacturers of athletic 
announced that he has taken up | equipment to send estimates of 
with Donald M. Nelson, chair- the amount and the kind of ma- 
man of the War Production | terials used by them in 1941 in 
Board, the question of treatment order that I can present an over- 
to be given the manufacture of| all picture to Mr. Nelson. All 
athletic equipment during the | facts should be sent to the Office 
war emergency. Mr. Nelson asked | of Physical Fitness, Office of 
Mr. Kelly to make a survey of | Civilian Defense, Dupont Circle 


(Washington Bureau 
of HARDWARE AGE) 








requirements of critical materials | 
needed for production of athletic 
equipment. 

When all the data has been | 
gathered, the overall picture will | 
be presented to Mr. Nelson for 
consideration. 

Mr. Kelly said: 

“When England entered the | 
war they immediately curtailed | 
all sports activity. Later they 
found this was a mistake, as the | 
morale of the people at home | 
suffered. In the light of that ex- | 
perience, we do not want to make | 
the same mistake. Some sports | 
activities are essential in the 
schools and Army camps, while | 
sport spectacles are necessary for 
relaxation, as all work and no 
play makes us all pretty dull. 

“Therefore, we must consider 
priority treatment for materials 
used in the manufacture of ath- 
letic equipment. Since the re- 
quirement is a small amount, I 
present by problem to Mr. Nel- 
son. 

“Mr. Nelson asked me to make 
a survey of the amount of mate- 
rials needed for this year based 





Bldg., Washington, D. C.” 





SCHICK TRANSFERS 
SMITH TO MICHIGAN 


Bonnie I. Smith, district sales 
supervisor in the Atlanta terri- 
tory for Schick Inc., Stamford, 
Conn., since March, 1940, is now 
in charge of Michigan and ad- 
joining territory for that com- 
pany with headquarters at 906 
Industrial Bank Bldg., Detroit, 
Mich. 


NEWSPAPER MATS FOR 
WHITNEY HAMPERS 


The F. A. Whitney Carriage 
Co., Leominster, Mass., is mak- 
ing available free newspaper 
mats in various convenient sizes 
to assist dealers in conducting 
their own March spring hamper 
sales, in conjunction with a simi- 
lar national promotion planned 
by the company among consum- 
ers. It is suggested by Whitney 
that dealers place sale advertis- 
ing in their local newspaper dur- 
ing the first two weeks of March. 














ATKINS LEGIONNAIRES: Officers of the new Atkins Saw 
Post No. 355, American Legion, recently chartered with 61 
members, all of E. C. Atkins & Co., Indianapolis, Ind. It is 
reported that the post's membership will be 100 per cent 
of the possibilities of approximately 100 members. Officers 
are, left to right, front row: Wm. H. Bruhn, chaplain; D. E. 
Gommel, commander; W. J. Jamison, adjutant; George W. 
Penrod, finance officer. Rear row, left to right: Myron Daw- 
son, first vice-commander; F. O. Robertson, second vice-com- 
mander; W. O. Harper, service officer; John Washburn, his- 
torian, and Gardener Callis, sergeant-at-arms. 
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| 
Geo. Barber Wins Westinghouse | 
° | 
Aid Ray-0-Vac Sales Trophy 
fter I George Barber, manager of| is located around Chicago and | 
2s, he Division N of the Ray-O-Vac Co., | Ray-O-Vac’s home office was 39 | 
h me. Madison, Wis., received the pic-| per cent. When the contest first | 
ce all tured silver cup trophy as win-| started Division N was in last | 
thletic place. Division K, which finished | 
tes of in second place, held first place | 
rf ma- | for 11 months. 
41 in | 
| over: | ALLEN NAMED BOARD | 
. All | CHAIRMAN-MANAGER | 
ge | OF PROCTOR ELEC. | 
Circle | In the absence of Walter M. | 
| Schwartz, Jr., president, Proctor | 
| Electric Co., Philadelphia, Pa., | 
S lon leave for the “duration” and |§ 
N in active service with the R.A.F. | § 
|somewhere in England, T. W. | 
sales | Allen has been appointed chair- | 3 
terri- man of the board and managing | © 
nford, , | director of the company. Mr. | 
s now | Allen has been for 19 years vice- 
d ad- | president in charge of the textile 
com- ’ | division of Proctor & Schwartz, 
t 906 GEORGE BARBER |Inc., the electric company’s 
etroit, | parent organization, and_ will 
ner of the 1940-41 Westinghouse- | continue in that capacity, as well. 
Ray-O-Vac contest on Westing- | manne 
OR house Mazda lamps. The con-| WORKS MANAGER FOR 
S test was so arranged that each LANDERS, FRARY & 
of the five Ray-O-Vac divisions CLARK 
rriage had an equal opportunity to win.| Harold C. Edgerton has been 
mak- Points were established for all | pamed works manager of Lan- 
paper of the various types of contracts | ders. Frary & Clark, New Britain, 
sizes and as each contract was secured | Conn, Assisting Mr. Edgerton in 
icting and a ap - points were! his new position will be L. A. 
amper awarded to the salesman who se- wits ey 
simi. cured the contract. The points 1 Pag AP gener A New Proven Item That Conserves 
anned were then totalled and the per superintendent of the electrical Vital Metals For The Big Job Ahead! 
nsum- cent of the grand total which | appliance and hardware division, 
1itney each division had secured was} and F. J. Carney, general super- | 
stile, figured. To se ne, a handi-| intendent of the range and wash- | This heavy, reinforced glass knob is built 
r dur- cap was applied which was the | jno ine divisi : ; 
aq cineumate a sahunaiien delle a Say iguana Deniet | to take all the abuse in the world, yet its 
— within the particular! M4. Shepard who died last No- | beauty, brilliance and metal-like finish 
. Sao division. ve a ; viously wi a : ‘ 
—= dics Me. Roba’s debi ig te Yay score a real hit in Builders Hardware. The 





which is New York, had a handi- 
cap of 30 per cent whereas the 
handicap for Division K which 








Remington Arms Co., Yale and 
Towne and the Park Jefferson 
Shipbuilding Co. 





KENTUCKY SALES MGR. 
FOR BELKNAP HDWE. 


J. Waillard Daugherty has 
been appointed sales manager, 
division 1, Kentucky sales, for 
the Belknap Hdwe. & Mfg. Co., 
Louisville, Ky. He succeeds the 
late B. F. Cook. Mr. Daugherty 
has been associated with the 
company since 1923 when he 
started in the warehouse as an 
order clerk. He substituted for 
salesmen and in 1924 was given 
the general line territory in Ohio. 


VICTORY knob is a war time achieve- 
ment. It protects your sales. It helps the 
nation by complying with the important 
conservation order M-9-C. Here is a knob 
with a rich lustre that can never be de- 
stroyed, because the special brass, bronze 
or chrome finish is applied to the INSIDE 
surface...sealed against exposure and con- 
tact. Stock up and hook up with VICTORY 
now! Write for full particulars today. 





It is He was brought into the house 
cent organization in July, 1940, and 
ficers has had charge of the mail order 
~s sales department and then 
Dien. worked with the late Mr. Cook. 
com- More recently he had becn as- 
, his- Westinghouse - Ray - O - Vac_| sisting in sales to the U. S. Gov- Manufactured By TECHNICAL GLASS CO., INC. 


AGE 





trophy awarded Mr. Barber. 
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ernment and defense plants. 





2050 E. 48TH ST., LOS ANGELES * 297 MERCER ST., NEW YORK 
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THE BIGGEST Atewetuieg 


JOB IN HISTORY 





Paint has a job to do. It must protect . . . it must con- 
serve America’s existing housing — farm buildings, 
commercial and industrial structures. With new con- 
struction restricted, the preservation of our properties 
is of paramount importance. 

Only Paint can furnish the protection and Paint is 
taking on this task completely confident of its ability 
to meet and fulfill every demand. 

Pol-mer-ik Linseed Oil has‘an important part to play 
in this work because the extra values of Pol-mer-ik 
produce not only fine appearing paint jobs, but Pol- 
mer-ik’s tougher, more durable film adds protective 
life to the paint — makes it last longer — makes it do 
its job better. 

It costs no more to buy the best — to use Pol-mer-ik, 
the better linseed oil. 





Increase Your Profits with Pol-mer-ik in Cans 


Beat the drum — with its mess and its losses due to drips, foots, 
leaks and over-measures. Pol-mer-ik in Cans is clean, attrac- 
tive and time-saving. You buy a can — you sell a can — your 
profit is sure and certain. 


LINSEED OIL % Cane 


Pol-mer-ik is the Extra Value Oil at No Extra Cost 


Pol-mer-ik Linseed Oil is 100% linseed oil, 
10% of which has been polymerized. The 
polymerized oil adds definite qualities 
which make the paint brush out and level 
better so as to produce a better gloss, bet- 
ter appearance and a more durable, longer- 
lasting film. 

















ooo 

ARCHER-DANIELS-MIDLAND COMPANY Hm = OD 

Qo ‘. B.. i843, 9. BAL. P a » Minn. o 
Please send me the story of Pol-mer-ik Linseed Oil in Cans. I want more 8 
profits in my linseed oil selling. 
EE Tee er een pice eeeeeeeeeesecens 
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FERRERI HEADS AUBURN | facturer’s representative was 

CENTRAL SALES named first vice-president and 

, William Herbert Standen, New 

Auburn Central Mfg. Corp., England manager for Beh & Co., 

Connersville, Ind., manufacturer - tdene Sends 
of the A-C line of kitchen sinks | %°0"® “““@Presicem- = * 

Rostau was returned as treasurer 

and Harry J. Woolfson of Boston 

Woven Hose & Rubber Co., re- 


elected treasurer. 





TOGGLE BOLT INVENTOR 
RETIRES AT 90 


Climaxing a record of over 74 
years of productive service, M. 
H. Paine, chairman of the board 
and plant superintendent of The 
Paine Co., Chicago, Ill., retired 
from active participation in the 
business January 1. 

Mr. Paine, who celebrated his 
90th birthday last July the 27th, 
began his long business career 
in 1868, when at the age of 16 
he became an apprentice mill 
wright and carriage maker which 
and undersink cabinets with com- gy ages for s ee 
bining base and wall cabinets, i. 4 Wak ee gaye _— 
has announced the appointment — ge - ~~ a he 
of N. C. Ferreri as vice-president = general The Poi “= s 
in charge of sales. Mr. Ferreri ee ny , oe 
was formerly associated with ~~ ie ba 
Truscon Steel of Cleveland. ae won ee ey oe ee 

tive serviee, Mr. Paine invented 


saaiaction a number of invaluable devices 
NEW OFFICERS FOR that have enjoyed widespread use 


HOUSEWARES CLUB in the building, industrial, tele- 


Myron Berlow, housewares | phone, electrical, and plumbing 
buyer at the Gilchrist Company | fields. His most outstanding in- 
store, Boston, was elected presi- | vention was the spring wing tog- 
dent of the Housewares Club of | gle bolt, which won him inter- 
New England at the Jan. 26 | national recognition. 
meeting at the Parker House, Mr. Paine will continue his 
Boston. Frank Clopeck, manu- | residence in Glen Ellyn, Ill. 





N. C. FERRERI 











CENTRAL STATES OFFICERS 


or ee - 





JOHN D. McCUE H. A. SQUIBBS 





BEN LEVE 


Reelected, president, vice-president, and secretary-trea- 
surer of the Central States Hardware Club, Chicago, Ill., at its 
January meeting. Mr. Squibbs is associated with the American 
Steel & Wire Co.; Mr. McCue with the Russell & Erwin Mfg. 
Co. and Mr. Leve with The Carborundum Co. W. J. Feddery, 
HARDWARE AGE, was also reelected chairman of the board. 
George T. Price, retired vice-president in charge of sales of 
The American Fork & Hoe Co., Cleveland, Ohio, has been 
elected the club’s first honorary member. 


HARDWARE AGE 
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Officers of Southeastern Traveliers Club, left 
to right: G. L. McBrien, treasurer; John 


Goodwin, 


secretary; E. 


vice- 


L. Hornibrook, 


president; George Stanley, president. 


TRAVELIERS ELECT 
NEW OFFICERS 


At a recent meeting of the 
Southeastern Traveliers Club, or- 
ganization of manufacturers’ 
salesmen and representatives call- 
ing on the hardware and mill 
supply trade, George Stanley, of 
Fayette R. Plumb, Inc., was 
elected president for 1942. E. L. 
Hornibrook, G. F. Wright Steel 
& Wire Co., was elected vice- 
president; G. L. McBrien, Amer- 





ican Can Co., was elected trea- 
surer, and John M. Goodwin, 
Southern Hardware, was  re- 
elected as secretary. 

As president, George Stanley 
succeeds the late H. E. Newell, 
of the L. S. Starrett Company, 
whose passing is reported in this 
issue. 

This club, which was organized 
in the fall of 1939, has grown to 
a membership of 84 representa- 
tives of the leading hardware and 
mill supply manufacturers. 








ASTRONOMER TALKS TO 
N. Y¥. HARDWAREMEN 


Al. Leuchinger, The Black & 
Decker Mfg. Co., an amateur 
astronomer, told 40 members and 
guests at the Jan. 20 meeting of 
the Hardware Trade Association 
of New York, of the importance 
of astronomy to science. He ex- 
plained how telescopes are made, 
how they operate, and stated 
that many scientific laws are ais- 
covered through astronomy. The 
meeting, which was presided over 
by Fred Scholl, Long Island 
Hardware Co., president of the 
organization, was held at the 
Railroad Machinery Club, 30 
Charch St., New York City. 

C. D. Merritt, Reed Mfg. Co., 
was appointed chairman of the 
membership committee and Roy 
C. Schmidt, Stanley Tools, was 
named chairman of the entertain- 
ment committee. 


ASTLE HDWE. CELEBRATE | 


70TH BIRTHDAY 


Charles B. Astle & Son, Inc., 
104 E. Washington St., Momence, 
Ill., is celebrating its 70th birth- 
day in the same location. The 
firm was founded by William 
Astle, an English coppersmith by 
trade, who came to this country 
Tn the 1850’s. In the early 1867's 
he went into business for himself 
on River St. and in October, 
1871, moved to the company’s 
present location. 

In the ’70’s Charles B. Astle 
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entered the firm and about 1883 
it became known as Wm. Astle 
& Son. Milan Clark Astle began 
to work in the store about 1903. 
In 1919, it became Chas. B. Astle 
& Son, Inc. The present Charles 
Astle is the fourth generation of 
the family in the business. 











WARNING: The old type of 
Military Intelligence badge, 
used in the last war, has been 
discontinued, and the War 
Department requests the press 
to publish the accompanying 
photograph of the obsolete 
badge, with the warning that 
its use is no longer authorized. 

he discontinued badge 
shown in the photograph is 
of black enamel on silver. If 
any one is encountered who 
exhibits a badge of this type, 
the War Department stated, 
the nearest police station 


should be notified. 











HERE'S THE NEW 











+ sinks, 
s, cabinets el 
re era doses of Sponge, 
- goalit Nature 4 
Best to 
enetio® aod desis 


secnasne, GENUINE 
€ TREMAYNE’S 


NATURAL SPONGE 


Soon your customers will be reading about 
Handy Maid in widely-read national maga- 
zines. They'll want it for washing windows, 
woodwork and windshields. . . automobiles, 
wash bowls and stoves... refrigerators, cab- 
inets, sinks, bathtubs and tile... for dozens 
of other cleaning jobs. 


You'll want to display and recommend 
Handy Maid, because it’s easily the biggest 
GENUINE NATURAL SPONGE value 
you’ve ever been able to offer at anywhere 
near its low price. It is best quality Natural 
Sponge enclosed in soft, absorbent cotton 
to assure plenty of strength, friction and de- 
sired shape. It’s soft and pliable when wet... 
holds plenty of water... will not drip. 


The 5x6\%-inch size retails for 35¢, costs 
you only $2.10 for a carton of 10, pays you 
a profit of $1.40. 


Order from your wholesaler NOW! If 
he cannot supply you, write us. 





SCHROEDER « TREMAYNE, inc. 


1711 Delmar Bivd., St. Louis, Mo. 


NEW YORK, N. Y., 291 Church St. © MONTREAL, CANADA, 455 St. Sulpice 

















MotoMowez 


MONEY MAKERS for 


HARDWARE DEALERS 







18-INCH CUT 


Priced with the lowest 
but of typical MOTO- 
MOWER quality 

throughout. 





19-INCH CUT 


Sturdy and rugged. Malleable 
and steel construction— 
abundant power— 
reasonably priced. 


F 
FACTORY ONE OF AMERICA'S 


MOST POPULAR LAWN-MOWERS 


















Mescout 


| 
21-INCH CUT 
Designed and built for | 
efficient, economical, 
trouble-free mowing. 





FACTORY 





A QUALITY MOWER— 
MALLEABLE AND STEEL CONSTRUCTION 


Write today for dealer proposition and details on these pop- 
ular lower-priced MOTO-MOWERS. They're quick sellers, 
quick money-makers and have a good reputation for quality 


and efficiency throughout the try. Send for catalog today. 


THE MOTO-MOWER CoO. 


4605 WOODWARD AVE. . DETROIT, MICH. 
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W. J. C. TROXELL 





| 
| 
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Ww. J. C. TROXELL 


| firm of Allentown, Pa., passed 
|} away Jan. 2. He was 74 years 
|old. Mr. Troxell was a member 
| of the Harpware Ace Fifty-Year 
Club. Born at Tiffin, Ohio, Dec. 
21, 1867, Mr. Troxell located in 
Allentown when a young man 
and entered the employ of the 
Schelly Co. as a clerk on Feb. 
13, 1891. Ten years later he 
bought an interest in the business 
when it was still a partnership. 
On Jan. 1, 1930, the business 
was incorporated and C. Y. 





| Schelly, the founder, was elected 
| its first president and Mr. Trox- 


ell, vice-president. Early in 1932, 
owing to illness, Mr. Schelly was 


| obliged to resign and Mr. Trox- 


ell succeeded him as president. 
Mr. Troxell was an active elder 
of the First Presbyterian Church 
since 1912, was its Sunday School 
superintendent for 23 years, was 
a 32nd degree Mason and past 
master of the oldest Masonic 
body in Allentown. He was also 
a member of the Kiwanis Club. 
Mr. Troxell leaves his widow, a 


| daughter, and a son. 


WILBERT M. FERGUSON 


Wilbert M. Ferguson, 76, 
prominent hardware man of Kan- 
sas City, Mo., passed away Jan. 
9 after a long illness. He was a 
director and for 35 years had 
been treasurer of the Townley 
Metal and Hdwe. Co., Kansas 
City. Before going to the Town- 
ley company in 1902, he had 
founded one of the first hardware 


stores in Oklahoma and had been 


W. J. C. Troxell, president and | @ member of the Ferguson Broth- 
general manager of C. Y. Schelly 
& Bro., Inc., wholesale hardware 


|ers’ firm which operated hard- 
| ware stores in Oklahoma and 
| Kansas. Mr. Ferguson had re- 
| tired from active business five 
| years ago. 

His widow, a daughter and son, 
Wilbert Homer Ferguson of 
| Wichita, survive. 


ISAAC D. RUSSELL 


Isaac D. Russell, 75, treasurer 
| of the American Hardware Corp., 
| New Britain, Conn., for a quar- 
| ter of a century passed away re- 
cently. 

Mr. Russell was identified with 
the Russell & Erwin Mfg. Co., of 
the American Hardware Corp., 
founded by his grand uncle. In 
1893 he became assistant secre- 
| tary of the company and 11 years 
| later, became its treasurer. 

In 1912 when the American 
Hardware Corp., organized 10 
years earlier, became an operat- 








ing unit, he was named assistant 
treasurer of the corporation and 
was advanced to treasurer three 
years later, holding that post at 
the time of his death. 

Mr. Russell leaves his widow, 
a son, Henry E. Russell, of New 
York, and four daughters, Mrs. 
Donald R. Hart and Mrs. Rod- 
man W. Chamberlain, wife of 
Rod Chamberlain of the Stanley 
Works; Mrs. S. Seymour Holmes, 
and Mrs. Alexander R. Me- 
Lemore. 








ISAAC D. RUSSELL 
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HORACE E. NEWELL 

Horace E. Newell, 47, southern 
sales representative of the L. S. 
Starrett Company, tool manufac- 





H. E. NEWELL 


turers, died recently following 
a sudden illness. Stricken with 
a heart attack on January 14, he 
then developed pneumonia and 
passed away on January 19. 





Mr. Newell had made his head- | 
quarters in Atlanta since 1935. | 
Since that time he had become 
well known in the hardware and 
mill supply trade in the South- 
east. In 1941 he served as presi- 
dent of the Southeastern Trav- 
eliers Club, an organization of | 
manufacturers’ salesmen and 
agents. 

Mr. Newell had a fine reputa- 
tion in the trade for his thorough | 
knowledge of precision tools. His 
character and kindliness gained 


USE OF DOMESTIC 
HEMP SEED LIMITED 


(Washington Bureau 
of HARDWARE AGE) 

The WPB has issued an order, 
effective immediately, prohibiting 
the use of domestically produced | 
hemp seed for any purpose ex- | 
cept for the growing of hemp | 
fiber or for the growing of addi- 
tional hemp seed. 

Persons holding title to such | 
hemp seed are prohibited under | 
the order, M-82, from selling it | 
or delivering it to anyone except 
the Commodity Credit Corp. of 
the Department of Agriculture or 
to persons engaged in the grow- 
ing of hemp to whom a prefer- 
ence rating of B-1 has been as- 
signed. Other orders not within 
the B-l rating may be specifi- 
cally authorized by the WPB. 

The reason for the order is to 
conserve and increase the domes- 
tic hemp supply. In the past 
the bulk of this country’s hemp 
requirements have come from the 
Philippines. Hemp seed is an in- 





gredient of some feeds, espe- 
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for him the high respect and 
friendship of a wide circle of 
acquaintances in the trade. 


G. W. NEFZGER 


G. W. Nefzger, hardware 
dealer of Terril, lowa, since 1900, 
passed away recently. His widow 
and a daughter survive. 


ALBERT E. MAUTZ 


Albert E. Mautz, 66, of the 
Mautz Brothers Hardware, Mar- 
ion, Ohio, passed away in his 
sleep, Jan. 12. Death was caused 
by a heart attack induced by a 
stroke suffered a year ago. Mr. 
Mautz and his brother had been 
engaged in the hardware busi- 


ness in Marion since 1910. His | 


widow, a daughter and two sons, 
survive. 


ED. VON CAMPE 


Ed. Von Campe, branch office 
manager in New York for the 
Standard Tool Co., Cleveland, 
Ohio, passed away Jan. 23. Mr. 


‘eo 





ED. VON CAMPE 


Von Campe was 62 years old and 
had been associated with his | 





company for more than 40 years. | 


His widow survives. 


| cially for birds. Such use is now 


prohibited. 


ALUMINUM ELIMINATED 
FROM SOME PURCHASES 
MADE BY THE ARMY 


(Washington Bureau 
of HARDWARE AGE) 


The Army has decided to 


| eliminate all aluminum in future 


purchases of field range equip- 


| ment, pack saddles, ration boxes 


and coffee filters, the War De- 
partment has announced. The 
decision means a saving of over 
16,000,000 lb. of this strategic 
metal, an essential material in 
aircraft production. 

In times past the frame of any 
Army pack saddle _ contained 
about 7 lb. of aluminum to a 
saddle. Total saving for this 
year’s contemplated purchases of 
this one item will be around 
70,000 Ib. 

Henceforth the Army field 
ranges and stock pots will be 
made of steel and the fraine of 
the pack saddle will be made of 
plywood or plastics. 
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National screEN Doors 


HOLD THE SPOTLIGHT 
WITH THEIR EXTRA VALUE 


NATIONAL Screen Doors ‘‘speak’’ quality ata 
glance! Their smooth, drum-tight wire cloth 
construction, rounded edges, and handsome, 
sturdy appearance reflect the superior work- 
manship which goes into the making of all 
NATIONAL Screen products. They offer the 
EXTRA value that helps build your trade! 


ASK YOUR JOBBER about the complete 
line of these value-plus screen doors, window 
screens and ventilators. A wide variety of styles. 


* = & 
* Hi 


USE THIS 
COUPON 


NATIONAL SCREEN CO., INC. 
Suffolk, Virginia 
Please send us a copy of your 1942 catalog show- 


ing the complete line of National Screen Doors, 
indow Screens and Ventilators. 






Wey 
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“en 


he I OR, AR Peo 
MN fn cis) ve Sent ao tenet isubunse oad 
Pa ecaiai icccsaahexvartes BGR: as sicxs 


NEW YORK OFFICE: 200 Fifth Avenue 
Southern Selling Agents: 


PETERSON & LOWE, 22 Light St., Baltimore, .“ 
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Two 


Annual Turnovers on 
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an $800 Fishing 


Tackle Stock 


tual profit in the sale of licenses. 
However, according to Sever Paul- 
son, proprietor, approximately 75 


Paulson Hardware, Hopkins 








-nn., also fin 
Minn., s aids business 


license 


A, $800 fishing 


tackle stock is turned twice a year 
by Paulson Hardware of Hopkins, 
Minn., and a complete, yet com- 


ds selling 


fine volume is even more interest- 
ing when one realizes that Hop- 
kins is a town of but 4500 popu- 
lation and is located not very 
many miles from the heart of Min- 
neapolis. 


per cent of those purchasing li- 
censes buy merchandise at the 
same time. 

Rods are offered at from $1.00 to 
$15.00, numbers at $3.49 being the 
best sellers. Reels are sold at from 
99 cents to $12.95, the most popu- 
lar offerings being priced at $3.49. 
This varied price range attracts 
both casual fishermen with limited 
funds and the real fans who are 
able and willing to spend liberally. 











pact, display provides the bait that From 500 to 600 fishermen buy The revolving fishing rod rack in B 
lands the fishermen sdollars inthe their fishing licenses at Paulson’s _ the department displays 20 differ- 

cash register of this store. This store each year. There is little ac- | ent numbers, additional units be- — 
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UPSETS 


y HaeniPsen 


LIFE'S LITTLE 





. +. they keep on happening and 
YOU keep on making Sales! 

















Present Arms! The soldier snaps into it and... 
CRASH! The clean rug gets covered with ashes! And 
another “‘Bissell’’ ad gets plenty of attention! 


Housewives smile when they see these common, 
ordinary little accidents in ‘‘Bissell’’ advertisements. 
And housewives will see a /ot of them in 1942...in 21 
national magazines ...a grand total of 120,557,925 
sales-getting messages. 

Repeated surveys show that ‘Bissell’ ads are read 
by 3 to 5 times more people than read other ads of the 
same size in the same magazine! 


Yes sirl “Bissell” ads are action ads! And there’s active 
response from readers... especially when you plug 
“Bissells” in your own ads and store-displays. 


THESE “BISSELL’’ POINTS POINT UP SALES! 


€ [a] 2. = , 








L 
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Meee, 
AN EXCLUSIVE FEATURE is 
the Hi-lo Brush Control 
which adjusts itself instantly 
to nap-length of any rug. 

















A BIG FEATURE is the Sta-up 
Handle which stands alone 
whenever the user wishes. 























makes combined ...and no 


| “BISSELLS” OUTSELL all other 
wonder. For Bissell Sweep- 


ANOTHER BIG POINT is the 


easy-emptying, quick-empty- 
ing feature. Mere thumb 
pressure does it! 


ers are grand and convenient 
and shoroughforallclean-ups, 
keeping rugs spic and span. 





SPOTLIGHT ‘‘BISSELL’’ FOR 
QUICK SALES, QUICK PROFITS 


BISSELL CARPET SWEEPER COMPANY 


GRAND RAPIDS, MICHIGAN 








Illustration trom one ot a series 
of Ta-pat-co advertisements that 
will appear in outdoor sports and 
other magazines having over 
5 MILLION CIRCULATION. 









AKE your Ta 
at-co ’ 


ITH a big timely national advertising cam- 

‘paign, Ta-pat-co is blazing your trail to new 

sales. With more places to go—new lakes created for 
power projects, new game preserves and national parks 
—Americans are going in more and more for outdoor 
recreation and sports. This growing trend brings you 
a new opportunity for increasing your sales with: 
TA-PAT-CO—Sleeping Bags, Parkas, Duffel Bags 
and Pack Sacks for hunters, campers, and hikers. 
TA-PAT-CO—Life Save Vests, Life Preserver Boat 
Cushions and other equipment for safety and com- 
fort in fishing, boating, and other water sports. 


A TA-PAT-CO DISPLAY IN YOUR STORE 
the CATALOG that will be a year-round center of interest. 
TELLS ‘EM Ta-pat-co means excitement and adventure 


’ ' with comfort and safety in outdoor sports. 
and SELLS ‘EM! 

ace this beautiful 
ae where custom 
ers can thumb duous 
its handsome color 
pages of $a-pee- 
sleeping bags, par “~ 
life save vests, boa 
cushions, and other out- 
door sports —— 
Watch your a-pat-co 
sales climb! Ask your 
jobber for one of these 
new Ta-pat-co catalogs 
or write to us direct 


Address Dept. D-2 


Ta-pat-co Sportster 


LIFE SAVE VEST 


A life preserver active sportsmen love 
to wear for both SAFETY and 
COMFORT! Filled with Kapok—six 
times more buoyant than cork—will 
safely support heaviest man in water. 


1. No padding at 
shoulder per- 
mits free arm 4 
action. struction at 

. Adjustable Waist prevents 
straps at sides Vest as 
makes snug fit- up around nec 
ting. when sitting, 

squatting or 
stooping. 





pertnits free ac- 
cess to pockets. 
. Flexible con- 








nN 


3. Cut out at sides 

















BOAT CUSHIONS 
«+. colorfully designed for beauty— 
Kapok filled for safety—Ta-pat-co 
cushions and vests are government ap- 
proved life preservers. 


Ten prantiqan THE AMERICAN PAD & TEXTILE CO 
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Greenfield, Ohio 
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CASCADE 


ACCESSORY DISPLAY BOARDS 
are Silent Salesmen 















































Cascade Accessory Board No. 3 dis- 
plays 19 separate items, recessed and 
projection type tumbler holders, soap 
dishes, towel bars, etc. 





For your display room we supply 
boards showing the complete 
lines of accessories. Also smaller 
boards to display selected acces- 
sories showing less than the com- 
plete lines. You pay for the ac- 
cessories only; we furnish the 
boards and mount them free of 
charge. Boards are covered in 
ivory colored Fabrikoid and have 
brass, chromium-plated frames. 


Modernization and new construc- 
tion offer profit opportunities 
to hardware dealers handling 
MIAMI-made bathroom cabinets 
and accessories. Distributed by 
leading jobbers. Write Dept. HA 
for new Catalog. 


COLONIAL BATHROOM 
CABINETS 


No. 409 


A big value for low- 
cost houses. All-mirror 
front model equipped 
with two bulb edge 
glass shelves; one flat 
shelf for bottom of the 
cabinet; three sets of 
shelf brackets; two 
toothbrush racks; die 
stamped razor biade 
drop; bar type door 
stop. Many other 
models, both with and 
without lights. 














MIAMI CABINET DIVISION 
THE PHILIP CAREY MFG. COMPANY 





Middletown, Ohio 








A closeup of the display of baits and reels. The fisherman’s map is on 
inner side of door at left and tackle boxes are above the bait cabinet. 


ing shown on either side of the 
bait and reel display. 

An adaptation of a wholesale 
house’s fishing tackle display unit 
is used to store and show the line. 


Samples of some popular selling. 


baits are mounted on two doors, 
which conceal stocks of these num- 
bers. The back of one of the doors 
bears a map showing the fishing 
spots for miles around. 

The fishing tackle department 
pictures, shown on these pages, 
were taken in the winter time, the 
displays being smaller at that time 


Youngsters Aid 
ERCHANTS in Emmets- 


burg, Pa., have an idea 
when it comes to putting over 
Spring Clean-up Week in that 
city. They staged a free show 
for kiddies, with the admission 
being 25 old tin cans for one 
admission, the only requirement 
being that the children be un- 
der 12 years of age. The child 
bringing the biggest piece of junk 
received a 12-day free pass and the 
child bringing the largest number 
of tin cans got a seven-day free 
pass. The kiddie bringing the 
cans in best condition got a three- 
day free pass. The Clean-Up 
Week in this town, too, involved a 
clean-up—paint-up—fix-up pledge 
week, with people signing pledges 
to do their part. 


than in more active seasons. Be- 
sides its worth while fishing tackle 
business, the store enjoys good 
hunting equipment volume, selling 
about 250 hunting licenses each 
year. Mr. Paulson states that prac- 
tically every hunter buying a li- 
cense will also buy ammuntion 
from the store. Another bid for 
sports enthusiasts’ good will is the 
sponsoring of local bowling teams 
—the members of the teams wear 
shirts and ties provided by the 
store. 


in Clean-Up Week 


Where to begin, said the folder: 
“Clean alley lots, back and front 
yards, vacant yards, basements, 
attics, house gutters, porches, gar- 
ages, furnaces. Paint houses, 
walls, floors, woodwork, porches, 
fences, out - buildings, screens; 
plant flower boxes, gardens, grass 
plots, shrubbery. What you can 
do: burn rubbish piles, destroy in- 
sect breeding places, kill rodents, 
repair fences, repair leaky faucets, 
repair screens, remove junk and 
paper, remove junked autos from 
side of street. Remove unnecessary 
advertising signs from store build- 
ings, remove all old signs, paint 
store fronts, clean out alley to pro- 
vide parking, trim shrubbery, 
trees, remove dead trees, remove 
dead stumps.” 
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Witt Cans and Pails, for those 
who want the best. 


Witt Under-Ground Garbage Re- 
ceiver. 


ARE OUT 


WITT CANS 


IN FRONT with 


an enviable record of customer satisfaction and dealer con- 
fidence, because they give longer service than ordinary cans. 
They are made of special analysis steel with tight fitting lids 
and water-proof bodies, and will stand rough use. 


The Complete line of WITT CANS and PAILS offers the 


dealer a wide range of 
models, attractively priced 
and substantially built. A 
good repeat Sales-Builder 
with a time-proved reputa- 
tion for quality products. 


Write today for the Witt 
Catalog or see your jobber. 


While government orders 
are given first call, we are 
also working full speed 
ahead to meet essential 
civilian needs. 


Wico Cans 
and Pails -— 
good quality 
—attrac. 
tively priced. 


Brighton 
Cans and 
Pails leaders 
in the me- 
dium price 
field. 
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The WITT CORNICE CO. 


WINCHELL 
STREET, 


Cincinnati, Ohio 











OOD TIMES OR BAD, war or peace, new 

competition or old, a new Kawneer Store 
Front is still your best insurance for long-swing prosperity 
and better sales volume. 


Right now’s the time to secure this splendid protection 
against whatever the future may bring. Check with your 
local Kawneer distributor about the Kawneer stock he has 
on hand for immediate use—be sure you get the extra 
features that only Kawneer resilient construction offers. 
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Kawnee 


STORE FRONTS r - 


NILES + MICHIGAN 


The Kawneer Company, Niles, Michigan. 
| Please send illustrated booklet on Kawneer Store Fronts. | 


| Name _ HA-2 | 





| ‘Address ; 7 _ sais t 


City State a ~- 
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SALES OF 1541 INDEPENDENT RETAIL HARDWARE DEALERS IN UNITED STATES 
December, 1941 
Dollar Sales Cumulative Sales 
Percent Change 
Dec., Dec., 
| Number 1941 1941 
of vs. vs. Per- 
Firms  Dec., Nov., Dec., Dec., Nov., cent 12 months 12 months, 
States by Regions Reporting 1940 1941 1941 1940 1941 Change 1941 1940 
New England 79 +31 +34 762,203 583,927 569,730 +22 10,579,974 8,637,389 
ies , 9 + 8 +2 66,744 61,688 65,320 +21 1,055,237 870,902 
CET eee eee eee eee eae ee ee ee ey 
Vermont ma N. H. 1] +23 +58 87,416 70,870 55,387 +17 2,358,510 2,017,713 
Massachusetts 44 +34 +32 473,485 354,557 359,212 +23 5,591,540 4,535,678 
Rhode Island ° ee. Pottn. sagas! eae Sahai’ 
Connecticut . ; of ee ee, ere ee UR ee 
Middle Atlantic 187 +30 +28 1,439,443 1,107,400 1,124,814 +19 16,659,328 13,947,347 
New York 24 +29 +23 154,070 119,413 125,694 +14 1,765,125 1,555,001 
New Jersey 8 +21 +74 109,509 90,596 63,029 +14 999,383 873,228 
Pennsylvania 155 +31 +26 1,175,864 897,391 936,091 +21 13,894,820 11,519,118 
East North Central 460 +31 +30 3,360,075 2,570,009 2,580,652 +-22 37,032,850 30,316,885 
Ohio 142 +30 +33 1,236,275 951,492 932,549 +21 13,390,710 11,023,936 
Indiana 69 +37 +26 392,762 287,067 312,099 +24 5,162,620 4,175.953 
Illinois 109 +26 +29 748,223 592,935 578,340 +18 7,840,524 6,636,966 
i] Michigan 44 +30 +26 337,824 260,696 268,294 +24 4,321,541 3,486,251 
Wisconsin 96 +35 +32 644,991 477,991 489,370 +27 6,317,455 4,993,779 
West North Central 243 +23 +29 1,045,258 849,288 807,366 +16 12,532,755 10,777,472 
Minnesota 21 +-23 +47 163,994 133,161 111,882 +13 2,057,787 1,816,559 
i] Iowa 67 +22 +36 375,427 307,015 276,896 +12 3,935,892 3,507,724 
Missouri 49 +17 +16 182,346 156,483 157,586 +18 2,513,471 2,138,693 
| North Dakota 9 +22 +18 35,610 29,234 30,087 +24 400,117 323,626 
i] South Dakota ° phi dean a sta ee meat 
Nebraska 46 +21 +22 123,997 102,516 101,966 +14 1,377,691 1,213,112 
Kansas 47 +39 +26 151,340 108,718 120,273 +27 2,139,435 1,682,110 
| 
South Atlantic 73 +22 +1 567,550 464,347 559,776 +20 6,662,665 5,529,899 
Delaware ° a3 ah ae etae es Pp 
Maryland ° iy hetak ae 
Dist. of Columbia ; ae dee agian. 
Virginia 10 +24 — ] 95,751 77,178 96,240 +20 1,076,992 898,858 
West Virginia 5 +36 + 3 29,592 21,734 28,603 -+29 359,150 277,649 q 
North Carolina . ; aatahh saanhe “ oe 
South Carolina 12 +19 100,779 84,376 100,911 +21 1,090,584 903,010 
Georgia 21 148 7 180,803 122,454 168,296 +34 1,853,797 1,382,440 
Florida 20 —2 —5§ 124,173 127,352 130,773 +7 1,661,470 1,503,650 
East South Central 31 +41 +27 329,266 234,005 259,882 +29 3,434,742 2,653,929 
Kentucky 7 +38 +49 71,811 52,129 48,268 +27 613,192 482,387 
Tennessee 10 +40 +21 132,627 94,557 109,385 +23 1,420,024 1,154,598 
Alabama 14 +43 +22 124,828 87,319 102,229 +38 1,401,526 1,016,944 
Mississippi Sole" Va an Ur Laan oe Pe Fe» lee : 
West South Central 109 +27 +28 866,935 682,932 676,300 +21 9,536,198 7,911,442 
ame 14 +31 +4 95,214 ' 72,944 91,223 +24 1,276,907 1,030,777 
ouisiana So a he ee: eee a: ' a ey 
Oklahoma 36 +12 +42 212,484 188,961 149,430 +12 1,982,061 1,771,040 
Texas 56 +34 +30 531,989 395,826 409,266 +23 5,834,525 4,727,787 
Vountain 103 +26 +27 900,756 714,328 708,701 +16 9,725,690. 8,415,261 
Montana 26 +14 +28 233,040 203,815 181,431 +13 2,653,641 2,357,800 
Idaho 18 +18 +13 115,563 97,651 102,367 +10 1,495,471 1,361,288 
Wyoming - ¥ aly ie ne, gatos <a eeEA "tala 
Colorado 30 +33 +28 109,449 82,566 85,264 +13 1,436,378 1,272,630 
New Mexico . a 
Arizona ae eepmienn > Liew. hare) » . adc ce eee aren 
Utah ° _ dah ee ene oe re 
Nevada . eo ee te eh eee : 
Pacific 306 +19 +29 2,209,228 1,938,987 1,782,277 +26 29,211,380 23,260,250 
Washington 52 +29 +37 307,410 237,395 223,758 +32 3,974,127 2,999,755 
Oregon 38 +-36 +25 345,689 254,459 277,338 +34 3,907,279 2,917,779 
California 216 +14 +-28 1,646,129 1,447,133 1,281,181 +23 21,329,974 17,342,716 
TOTAL 1,591 +27 +28 $11,570,714 39,145,223 39,069(498 +21 $135,375,582 $11,449,874 
Chicago, III. 23 +21 +30 89,960 74,003 69,252 +18 982,323 833,394 
Los Angeles, Cal. 27 + 6 +24 223,326 210,195 179,961 +31 3,438,400 2,626,089 
Ng = 12 +58 +58 53,412 33,878 33,885 +48 454,260 307,455 
St. Louis, Mo. bg , te : ; ee 
| San Francisco, Cal. 24 +-20 +54 222,651 185,479 144,564 +20 1,571,484 1,309,563 
| Seattle, Wash. ° hots ker tee ON ele Bh ! 
While states marked * are included in grand total, figures for these states are not shown on chart because of insufficient ' 
data. Compiled by Bureau of the Census, U. S. Department of Commerce. eee 
FE 
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HARDWARE, 





Quality Products 
Manufactured Since 1899 


Door Butts 
Strap and Tee Hinges 
Wrought Steel Shelf Brackets 
Safety Hasps and Hinge Hasps 
Ornamental Hinges 
Garage Door Hardware 
Screen Door Hardware 
Cellar Window Sets 
Back Flaps and Chest Hinges 
Corner lrons 
Heavy Pressed Steel Door Handles 


Barrel Bolts 


All Are Available Through Progressive 
Jobbers 


GrirFin| 


nufacturing Company 


ERIE, PENNSYLVANIA 








AGENTS: 
NEW YORK: 45 Warren St. BOSTON: 100 Purchase St. 
CHICAGO: 162 N. Clinton St. SAN FRANCISCO: 703 Market St. 
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SALES OFFICE: 


302 BROADWAY, NEW YORK 
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Whatever the Job— 
VLCHEK TOOLS 


Specially designed alloy steel tools 
are being supplied for tanks, trucks, 
airplanes and other materiel. 


National defense comes first—but 
every possible consideration is 
being given the needs of the trade 
in the earnest endeavor to meet 
requirements as fully as possible. 


THE VLCHEK toot co. 


3001 E. 87th St ® Cleveland, Ohio 








How's the Hardware Business? 
(Continued from page 64) 


17, all grades of cotton sash cord were 
advanced 2 cents per pound by lead- 
ing makers and on the same date cot- 
ton clothes lines were raised approxi- 
mately 4 to 5 per cent. Effective Jan. 
24, finished and unfinished cotton twine 
advanced 1 cent per pound. 


a * * 


The solder situation — Only 
half the normal (1940) amount of tin 
will be available, for the present, for 
the making of solder for civilian uses, 
and this restriction will be seriously 
felt. However, for canning use, and 
for soldering copper, tin and many 
plated metals, silver solder may be 
used. Tin solder has been made up in 
three strengths—40 per cent tin, 60 per 
cent lead, also 50-50 and 60-40. Silver 
solder would use only 2 to 3 per cent 
silver and the remainder lead. Silver- 
smiths have used such solder for years. 


a % + 


Increasing metals output— 
To stimulate production of the vital 
non-ferrous metals — lead, copper and 
zinc—incentive premium prices are al- 
lowed on all production this year in 
excess of the 1941 basic rate. The new 
program is expected by the close of 
1942, to increase the rate of production 
of lead and zinc by at least 30 per cent 
over the current pace, perhaps not so 
much on copper. Production in excess 


of 1941 will be purchased by the 
Metals Reserve Corp. at 9% cents for 
lead, 11 cents for zinc, and 17 cents for 
copper, at the usual basing points. 


* * * 


Copper statistics —1941 de- 
liveries of copper to domestic con- 
sumers reached an all-time high of 
1,513,292 tons, compared with 1,001,886 
in 1940, according to the Copper In- 
stitute. The production of refined cop- 
per from domestic ores amounted to 
1,065,667 tons, against 1,033,710 a year 
earlier. Stocks of refined copper in the 
United States at the end of 1941 (ex- 
cluding consumers’ stocks) amounted 
to 75,564 tons, while on Dec. 31, 1940, 
refined copper stocks amounted to 
142,772 tons. 





Machine tools—The machine 
tool industry closed the year with 
shipments in December of $85,100,000 
it was recently reported by the Na- 
tional Machine Tool Builders’ Associa- 
tion today; the highest volume of any 
one month in its history. Output for 
the year reached $775,300,000. Produc- 
tion in 1940 was estimated at $450,- 
000,000. The Association estimates that 
the number employed in machine tool 
building plants at the end of the year 
exceeds 110,000 as compared to 78,100 
estimated employed in December, 1940. 
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“DADDY AND HIS BOSS JUST WANTS TO TRY 
IT OUT... AND STOP CRYING YOU BIG BABY’ 






PRS 1, : 















Ky 
“You BOYS IN THE MARKET FOR PAINT?” 





: FJ Lilla 
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“You DELIVER THE BOY AND I'LL TIP 


OFF HIS6 ‘OL MAN THERE'S A TOY 





WARE PEOPLE ALWAYS HANDLES THINGS 
WOT MAKES IT EASY FOR US FARMERS!” 


SPECIAL ON AT THE LOCAL HARDWARE” 
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By L. W. MOFFETT 


Washington Representative 


of Hardware Age 
* 
BRITAIN’S WARTIME RETAIL 
CONCENTRATION, according to 


an article appearing in Domestic Com- 
merce of Jan. 8 has not been accom- 
plished except on a voluntary basis on 
the invasion coasts, where population 
has become so small there is no justi- 
fication for maintaining the pre-war 
number of distributing personnel. In 
Dover, retailers have formed a_ profits 
pool, shared in by those who close their 
shops. 


x kk 
A SMALL NUMBER of retailers 
have been bombed out. A _ reliable 


source estimates that the shrinkage 
from this cause has been only about 
4 per cent of all retailers during the 
first year of active bombing. In some 
areas, of course, the loss has been 
much higher than the average figure 
would indicate. 
x * 
WHERE A RETAILER merely 


has his stock destroyed he is permitted 

to replace it without encroachment on 

the wholesalers’ quotas. If his premises 

are destroyed, he is urged to surrender 

his replacement rights to other retailers. 
2 2 2 


THE PARLIAMENTARY SEC- 
RETARY of the Board of Trade an- 
nounced in April, 1941, in the House 
of Commons that the Government had 
no intention of slimming retail distri- 
bution. He admitted that it would be 
possible to concentrate the business of 
many stores into one and suggested 
that the Board would like to do this. 
He said, however, that Britain was not 
ready for such a move. He suggested 
that retailers might sell out, invest in 
Government securities, and go into war 
work. 
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THE 1942 REVENUE ACT will 
emerge either characterized by a sales 
tax on practically every commodity 
sold or an income withholding tax 
which has hung as a sword of Damocles 
over many political heads. 

x kk 


THE HOUSE FAVORS THE 
SALES TAX, but to this the Senate 
objects, saying that the tax burden 
would be placed on low income groups, 
which would not be so in the case of 
the withholding tax. 


xk 
OPM IS ORGANIZING a Salvage 


for Victory program through its Bureau 
of Industrial Conservation among the 
nation’s 1,700,000 retail stores. Mer- 
chants in all sections of the country 
are being asked to sign pledges that 
their stores are saving waste paper. 
scrap metal, old rags, rubber and other 
materials urgently needed for the war 
effort. Those signing the pledges are 
given a window emblem signifying that 
they are taking part in the program. 
" ® FP 


SUGGESTED PROCEDURES in- 
clude the following: (1) Gathering all 
waste materials and discarded equip- 
ment no longer in use; (2) Appoint- 
ment of an employee to be responsible 
for the collection of waste, etc.; and 
(3) Sell all these to a waste material 
collector or give to a charity, school, 
or other organization collecting them. 


xk 


THE O’MAHONEY AMEND- 
MENT to the price bill, so far as the 
President is concerned, is reason enough 
to veto it. He says the provision which 
permits farm prices to rise to 120 per 
cent of parity would result in demands 
for higher wages to meet increased liv- 
ing costs, and that as wages mounted 
the parity price would have to be 
raised, requiring another upward hike 
in the price ceiling, followed by more 
wage demands. 








12 extra sales in each display carton 
of Acme Tack-Point Corrugated Fasten- 
ers! Set it on your counter and watch 
it work for you. It acts as a reminder 
to your customers. Almost all of them 
have a use for this handy item—repair- 
ing furniture, making screens, cabinets 
and other wooden articles. First sales are 
fast—and they're invariably followed by 
repeat orders. 





Strong joints on all kinds of wooden products 
are made easier and faster with Acme Tack-Point 
Corrugated Fasteners. With their long beveled 
points and sharp cutting edges they penetrate but 
do not crush the wood fibers. If your jobber 
can’t supply you, write us direct. 


Ask About the 100 Ib. Keg 





Many retailers stock Acme Tack-Point Corru- 
gated Fasteners in 100 lb. kegs—a real profit item 
for bulk sales. There are also standard cartons 
of 250, 500 and 1000 fasteners; boxes of 100 
fasteners, 10 boxes to a carton. Also in boxes 
containing 50 fasteners of one size—%x4, ‘2x5, 
5x5. Display cartons contain 12 such boxes. 


ACME STEEL COMPANY 


General Offices: 2838 Archer Ave., Chicago, III. 
Branches and Sales Offices in Principal Cities 


Attach This Coupon to Your 
Letterhead for Free Sample 
Box. 








Acme Steel Company, 
2838 Archer Avenue, 
Chicago, Illinois 
Send me, without charge, a sample box 
of Acme Tack-Point Corrugated Fasteners. 


Name 
GD og cuninn maedetd kes n08440eeede 
ree err mcr rie pe rr 
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New and Improved Merchandise—Display Helps—Sales Literature— 


Blackout Bulb 


Designed for blackout lighting in air 
raids, the new blackout bulb announced 
by the Wabash Appliance Corp., Brook- 





lyn, N. Y., provides downlighting in a 
soft beam of blue light that is safe for 
indoor visibility during blackouts. The 
bulb is lined inside with a pure silver 
reflector lining that hides all filament 
glare and projects the light downward. 
Light leaks are prevented by a black 
silicate coating that covers the bulb up 
to the extreme lighting end which is a 
deep blue. The new bulb consumes 25 
watts and will list at 45 cents. 


“Torch Pointers” 


Designed primarily for the instruc- 
tion of trade school students and the 
apprentice, “Torch Pointers” in_ its 
text and illustrations describes the com- 
ponent parts of a blow torch, the prin- 
ciples on which it operates, the best 
methods of filling, starting, and stop- 
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ping; what regular steps should be 
taken in order to get the greatest num- 
ber of years of service from the torch. 
There are sections on trouble shooting, 
how to disassemble and reassemble the 
burner, on hard and soft soldering, 
brazing, sweating, removing paint, and 
other typical torch operations. One 
section is devoted to safety hints. Avail- 
able at no charge from Clayton & Lam- 
bert Manufacturing Co., Detroit, Mich. 


Chicago Wheel 
Display Case 

This new cabinet, modernistically fin- 
ished, occupies 1% sq. ft. on counter 
and contains an assortment of the most 
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QUATED WHEELS | 
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popular grinding wheels. It is also a 
permanent stock container. Mounted 
on top of the cabinet, visible to cus- 
tomer and clerk alike, is a complete 
chart of contents, including actual 
samples of the wheels, giving exact 
‘ize and shape of over 98 varieties 
available. They fit not only the “Han- 
dee Tool of 1001” uses, and the Chi- 
cago “Hi-Power” grinder, but any 
portable grinding tool. For details 
about this modern cabinet with partial 
or complete assortment of wheels, write 
Chicago Wheel & Mfg. Co., 1101 W. 
Monroe St., Chicago, III. 





Bathroom Cabinet 


Fluorescent lighting for bathroom 
cabinets is announced by the Miami 
Cabinet Division, The Philip Carey 








Vig. Co., Middletown, Ohio. The 
fluorescent fixtures are chromium plated 
and are so attached to the cabinet so 
as to become an integral part of the 
complete unit. A convenience plug for 
curling iron, electric razor, etc., is lo- 
cated in the bottom of the right-hand 
fixture. These cabinets are completely 
wired at the factory and shipped com- 
plete with light bulbs. 





“Mag-nif-eye” Scales 


These scales have a “Lucite” shield 
which is said to magnify the figures 
nearly 50 per cent. Scales are built 
only a few inches from floor and have 
smooth rounded edges. Come in green, 
ivory, and white, with large comfortable 
corrugated washable mat. Landers, 
Frary & Clark, New Britain, Conn. 
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for Retail Hardware Stores 


Window Trims—New Packages—New Colors—Catalogs 





Valet AutoStrop Wallkit heavy to withstand hard usage and Abrasives’ Catalog 


which is said not to tear, crack or lose 





By means of an adhesive, the new its opacity when handled. It is water- Berea Abrasives, Div., The Cleveland 

“Valet AutoStrop Wallkit” fastens se- proof, protected on both sides with a Quarries Co., Tiffin, Ohio, has issued 

curely to the bathroom wall and _ pro- durable coating. Also available is a new Catalog and Merchandise, No. 
blackout paper, a heavy weight, jet 22. It features natural grindstones; 
black paper, treated on each side with power, hand, and foot grinders, knife 
waterproofing coating. Offered as an sharpeners, scythe stones, and fixtures 
all-round black, pliable paper for home, and parts; manufactured abrasive grind- 
office and factory. ing wheels, and specialties. 





BUILD UP YOUR ROOFING BUSINESS with 
( 1 ROLL 
ete} di, [ep 








vides a neat parking place for the 
“Valet” razor, strop and blades, as well 
as a convenient hook for stropping. The 
“Wallkit” contains the new streamlined 
runner-guard “Valet AutoStrop” razor, 
strop and 5 “Valet” blades. Available 
in four pastel colors—red, blue, yellow 
and ivory, the “Wallkit” retails at 98 
cents and one carton of 10 sets costs 
the dealer $7.36. Gillette Safety Razor 
Corp., Boston, Mass. 
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| ACKED by 69 years of specialized manufacturing experience. 

Blackout Products a these high quality, low-priced, ready-to-lay roofings are 

ry aoe mo. ghee nationally known for their dependability. Made in weights and 
an ye Corp., ector St., New York | finis : 
City, offers several blackout products | 7 hes to meet Sie poquacana. 
among which are a blackout paint for | Build up a roofing business—help maintain your profits—with 
glass application; blackout metal cov- | CAREY Roll Roofings. Write nearest branch office for details and 
erage for blacking out metal structures catalog—or address Dept. 66. 
and which is said to protect against | 
rust; “Hi-Temp” black paint for black- | THE PHILIP CAREY MFG. COMPANY «~ Lockland, Cincinnati, Ohio 
ing out hot metal surfaces; blackout snpauneis. Weedless ep 8 


N CANADA THE PHILIP CAREY COMPANY 


sheet for factory use which is extra 
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WHEN DEFENSE 
CONTRACTORS ziixt 
“SPEED ...14 





Whether it’s build- 
ing great factories 
for Defense mate- 
rials, or emergency 
housing for Defense 
Workers, EMPIRE LEVELS. get first 
call. For Contractors, Carpenters, 
Builders know EMPIRES give them 
what they need—FAST, ACCURATE 
leveling that starts a job right 
and finishes it to specifications. For 
EMPIRE “Extreme Accuracy” 
LEVELS are built to help workers do 
better work—easier and faster. Here 
are SALES for YOU—with the Com- 
plete EMPIRE Line in stock. Write 
today for catalog. 


EMPIRE LEVEL MFG. CO. 


719 South Sixth Street, Milwaukee, Wis. 
"Level Specialists for the Nation's Craftsmen" 


94 











Wht S NEW 





Improved Ice 
Cream Freezer 


Improved Husky, available in 2-, 3-, 
1- and 6-quart sizes, features a new 
can-centering device to make engaging 
the cream can easy; new carrying han- 
dles on each side and a new, simply 
operated main frame locking device. 
The tub is of specially selected pine, 
bound with galvanized hoops, painted 
inside and out. The cast aluminum 
finish main frame fully encloses gears. 
The cream can is double-seamed, non- 
leak prime charcoal! tinplate; the lid, 





heavily tinned, with positive stop; 
dasher is heavily tinned, with hard 
maple scrapers. Conco Engineering 


WV orles. Mendota, Il. 


Cabinet Sink 


\ combination double-bowl sink with 
sliding, removable tray, designed prin- 
cipally for defense-housing require- 
ments. A standard bowl for dish 
washing, a deeper bowl for rinsing and 
a removable drajnboard top that slides 
into position for use with either bowl. 





Glass Substitutes 


This three-roll deal-of glass substi 
tutes includes 50 sq. yd. of “Sol-O-Lite” ; 
25 sq. yds. of “Glazfabrik,” and 15 sq. 
yds. “Nu-Via” glass. Comes packed in 
an attractive red, blue and yellow dis 
play box complete with an all-plywood 
dispensing rack. “Sol-O-Lite” is guar- 
anteed for two years and is said to emit 
25 per cent of the sun’s ultra-violet 
rays. “Nu-Via” glass is a cellulose ace 
tate coated netting said to emit 60 per 
cent of the sun’s_ ultra-violet rays. 
“Glazfabrik” is a paraffin coated cloth 
which also emits ultra-violet rays. The 
three-roll deal costs $17.75; full retail 
value, $28.60. Dispenser occupies three 
square feet of counter space. Yards, feet 
and inches are marked along the edge 
of material. Sol-O-Lite Mfg. Co., 1451 
N. Cicero Ave., Chicago, II. 


Entire sink and backsplash is heavy, 
acid-resisting porcelain enameled steel. 
The linoleum lined drawer is divided 
for cutlery, and one of the three 
storage compartments is fitted with a 
rack for cleansing materials. Auburn 
Central Manufacturing Co., Conners- 
ville, Ind. 
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“Miracle Breeze” Fans 
The Victor Electric Products Co., 


Cincinnati, Ohio, announces it will 
have available within the limits im- 
posed by restrictive production a new 
line of “Miracle Breeze” fans for the 
1942 season. Five modernly designed 
desk fans will be featured in a popular 
range of prices from the 16-in. heavy 
duty oscillating type to the 10-in. os- 
cillating type. All models except one 
will have the “Flexaire” breeze direc- 
tor. The new “Miracle Breeze” fan 
catalog is now ready for distribution. 


Correction 


In the “What’s New?” section of the 
January 22 issue of HarpwAre AGE 
there was an item on page 66 describ- 
ing the coal burning hot water heater 
made by the Locke Stove Co., 114 W. 
llth St., Kansas City, Mo. The price 
of $9.95 mentioned in the item is in- 
correct. The ceirect retail price is 
$49.95. 


Industrial Blackout Paint 


For plant windows in areas where 
blackouts have been ordered, the Sher- 
win-Williams Co., Cleveland, Ohio, has 
developed a blackout paint which it 
claims meets requirements of the Office 
of Civilian Defense and which is said 
to give excellent results in opacity, 
weather - resistance and _ non-reflective 
properties, when used on either the in- 
side or outside of the glass. Known as 
S-W Blackout Black, the material is 
supplied in one gallon and five-gallon 
containers and can be applied hy brush 
as it comes from the can and by spray 
when reduced one-third with petroleum 
thinners. 


Towel Bars 


Newell towel bars come in two de- 
signs. No. 12 is so constructed that it 
can be attached permanently to wall 
or door. Supplied with three screws. 
No. 14, the over the door type, can be 
removed at any time without marring 
the door. These bars may also be used 
as a wardrobe extension for hanging 
shirts, ties, etc., and also can be used 
for drying garments. Bracket finished 
in ivory. Bars are rust proof. Newell 
Mfg. Co., Lowell, Mich. 
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Goods in full color. This catalog is yours, 





The "Petite" 

As dainty and ap- 
pealing as a piece 
of jeweiry. Made 
of lustrous plastic 
in assorted colors. 


Patent 
Pending 


“Long-grip" Coupling ex 
“Uy 





Wrought body, 
steel fingers, with 
plastic nut in as- 


sorted colors. 


Plastic Coupling Patent 
9 


Patent 
Pending 
Brilliant polished 
plastic of assorted 
colors, ideal for 
new colored hose. 


“Tulip” Sprinkler 


Last year’s 








sensation, now 


a tested seller. 





Plastic head in 6 
Assorted Colors. 













The 
“GLAMOUR” 


Made entirely of col- 
orful, highly polished 
plastic, amazingly 
attractive and thor- 
oughly practical. 
Won't rust, stain, or 
corrode — and the 
color can't wear off. 
Exclusive leak-proof 
construction. 










Patent 
Pending 


Long ago Sherman anticipated today’s 
metal shortage and began development 
work on Lawn Hose Goods of Plastic. 
Today Sherman is ready with an ex- 
tensive line of colorful, attractive, 
thoroughly tested Plastic Goods. 


There are four Hose Nozzles of plastic. 
as well as several types of couplings 
and sprinklers in this Plastic Line. 
Order these goods! You will probably 
have more assurance of delivery than 
on other types of goods. You'll find 
that these Plastic Goods have a lot of 
sales appeal, too. And, you'll be doing 
your share to save many hundreds of 
thousands of pounds of brass that is 
badly needed for our country’s war 
effort. 


H. B. SHERMAN MFG. CO. 
BATTLE CREEK, MICH. 





Get this new Sherman Catalog of Lawn 


Hose Goods which shows Sherman Plastic 


| FREE! Write for it today! 


WRITE FOR 
CATALOG 
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the | 
PRIME 
Electric Fence Controller 


—an item you can gt NOW 
and sell this season with ease, 
with profit, with confidence 


because 


— it fills a big need today: 
Farmers — busy and short-handed 
—need more fence to produce more 
food for victory needs. Uncle Sam 
needs the steel it saves, 


because 


—PRIME really does the job: 


A. C, units put ¢wice as much shock 
on the fence as other makes — yet 
are approved for safety by Under- 
writers’ Laboratories — and backed 
by a nine-year record of success. 


— it’s the trouble-free line. 


— it is powerfully advertised 
— in 20 farm papers — with Elmer 
the Bulhorg (that’s Elmer at the 

left) telling folks 

that even though 
he’s strong as a bull, 
big as a horse, slip- 
pery as a hog, he 
respects one fence, 
the Prime — for 

Prime holds all live- 

stock, all the time, 

all over the farm. 


Hi-line or battery 
units. See your job- 
ber and get started 
- ‘now. Prime sells only 
© 1942—Prime Mfg. Co. through jobbers. 


The Prime Mfg. Co. 


Milwaukee . 





The Prime seal 
for dependability. 
Underwriters’ seal 
(on AC units) 
for safety. 
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Seen at the Chicago 





Scrub Pail Dolly 


No. 164—a platform mounted on four 
ball bearing casters makes it possible 
to move scrub pail about, easily and 





quickly, without scratching surfaces. 
Made of 24 gage galvanized steel. It 
is 10% in. diameter, 1% in. high. 
Patent Novelty Co., Fulton, Ul. 


Stainless Spot Cleaners 


“Kurly Kate” a stainless sponge of 
nickelsilver announced by W. R. Feem- 
ster Co., 154 E. Erie St., Chicago, Ill. 
Made of a special material that will 
not scratch, rust or splinter. Cuts 
grease, scours, cleans, and _ polishes, 
maker states. Used with soap and 
water. 


Dusting Paper 

“Mother Hubbard’s” dusting paper 
comes in a container holding 100 feet. 
Has chamois-like softness. May be used 
on furniture, woodwork, floors, win- 
dows, etc. Paper Specialty Co., Wau- 
sau, Wis. 
Visible Cooking 

The Republic Stamping & Enameling 
Co., Canton, Ohio, offers its line of 
“Republic Ware” with “Pyrex brand” 
covers in order to provide visible cook- 
ing. Steaming or fogging which occurs 
for first few minutes after heating clears 
as soon as the covers are heated 
through. Cover is said to retain most 
of the steam and thus seal-in flavor of 
foods. “Cooler Handles” available on 
sauce pans and double boilers. 


Nylon Brush Set 


Bristles are of nylon and are said to 
stand a great deal of hard use without 
wearing down or matting; do not pick 
up stains or odors easily and shake dry 


in an instant. Set No. 281 consists of 
a baby bottle brush; glass and jar 
brush; pastry brush; percolator brush; 
utility brush, and rack. Dealer’s cost, 
$1.75; suggested retail selling price, 
$3.00. H. Hertzberg & Son, 2300 Fifth 
Ave., New York City. 


Juicers 


The National Die Casting Co., 600 
North Albany St., Chicago, IIl., has re- 
placed the aluminum cup and strainer 
on its “Juice King” with a plastic cup 
and strainer. 


Utility Mats 

Phoenix Table Mat Co., 3292 Archer 
Ave., Chicago, Ill., offers a stove and 
utility mat that features a baked enamel 
finish with colorful pattern. Said to 
withstand up to 300 deg. F. Special 
processed soft asbestos on the back of 
mats keep the metal at a safe distance 
from the surface to be protected. 


Ironing Cord Set 


“Neverknot”—piano steel coiler coils 
cord compactly out of the way yet 
stretches full length of ironing board. 
Has two-way “King-Killer” swivel at- 
tached to rod. Board clamp and rod 
automatically keep cord above working 
surface. Clamp fastens to board with a 
thumb screw. Rod lays flat on board 
when not in use. The Neverknot Co., 
4525 Ravenswood Ave., Chicago, Ill. 


“Plug-In” Heater 

Model DL-42, portable plug-in heater 
operates on 110-120-volt AC-DC. Has 
hot air supercharger; red safety light, 
kick switch, rubber feet, hanger for 
wall use. Diamond grid circuflector dif- 
fuses rays. Combines reflection, radia- 
tion and circulation. List price, $11.95. 
Economaster Products Co., 117 Ninth 
Ave., N., Nashville, Tenn. 
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Housewares Show 








Carpet Sweeper 


“Kentwood” —has case of genuine 
mahogany plywood in rich grain with 
chrome-plated bands, bail and newly de- 





signed wheel guards. “Hi-Lo” brush 
control eliminates need for adjustments. 
Built-in brush cleaner combs bristles as 
brush revolves. Alco has a “Flip-O” 
empty—pan remains open until sweeper 
is completely emptied. Closed by set- 
ting sweeper on floor. One-piece rub- 
ber bumper. Established retail price, 
7.95. Bissell Carpet Sweeper Co., 
Grand Rapids, Mich. 


Clothes Dryer 


Union Steel Products Co., Albion, 
Mich., announces a pearl gray enamel 
finish for its “Multi-Line” clothes dryer 
as a substitute for the former plated 
finish, which is no longer available. 


Wood Furniture 


General Wood Products Co.,° Rock- 
ford, Ill., offers a line of bed trays, 
stools, and unpainted woodenware spe- 
cialties such as chairs, and towel and 
shoe racks. 


Coffee Boilers 


Eight and 12-qt. capacity enameled 
coffee boilers constructed without a 
seam. Also seamless enameled spitoon. 
United States Stamping Co., Mounds- 
ville, W. Va. 


Clothes Prop 


“Adjusto”—adjustable from 4 ft. 6 in. 
to 8 ft. Made from clear, kiln-dried 
straight-grained wood. All metal parts 


=aaes> 
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are steel, treated to resist rust. Line 
can always be kept at proper height 
and tension and maker states new type 
top hook prevents line from flipping 
regardles of wind or weight of clothes. 
Skidmore Mfg. Co., Cuyahoga Falls, 
Ohio. 


Ironing Board 

The Rich Ladder & Mfg. Co., Cin- 
cinnati, Ohio, offers an ironing board 
which features a back brace to keep 
the board from “walking” when set 
up. Offered in the RC deluxe No. 1 
and No. 3 sizes. Those boards also 
have the “Air-E-Ated” top. No. 1 re- 
tails for $1.79 and No. 3 at $2.29. 


Pastry Kit 


“Non-Stick”—consists of a washable 
permanently-treated canvas and special 
knit rolling pin cover. The Chicadees, 
1350 E. 27th Place, Tulsa, Okla. 


Table Accessories 

Made of lucelite with colored edges. 
Color filters through clear plastic of 
the body giving effect of colored illu- 
mination. Items include pickle and 
olive tongs, salad set, scissors, cheese 
knife, cake service, ice cube tongs, etc. 
G. M. Thurnauer Co., 6 E. 20th St., 
New York City. 


Employees’ Knowledge 
of His Employer’s 
Business 

N employee’s knowledge of his 

employer’s business may easily 
become a weapon wielded against 
the employer’s interests. 

“One who leaves the employment 
of another has the right to take 
with him all the skill acquired and 
all the information he has received, 
so long as he takes nothing that is 
the property of the employer,” said 
a Federal court recently. “If the 
employee takes nothing belonging 
to his employer, he is free to act.” 

Perhaps he may “act” by setting 
up in competition with his former 
employer. Some employers protect 
themselves against this possibility 
by requiring employees to sign 
agreements not to engage in the 
same line of business within a 
designated territory or within a 
specified time after leaving the em- 
ployer’s service. 
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AN ABRASIVE 
LINE With A 
Widle Sales Scope 


THere are unlimited uses for Berea 
Abrasives . . everyone is a prospect 
for one or more of these profitable 














Manufectured Abrasive rubbing bricks 
and sharpeners are popular with con- 










Send for the new Berea Cate-- 
log and Merchandiser No. 22. 
You'll be interested in the sell- 
ing ideas it presents. 
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" For Your Profits Sake!” 


The Cn Gun 
CLEVELAND, 





















Here's YOUR 
CHANCE TO SELL 
PLENTY OF HAMPERS! 









THIS BUSY 
FULL-COL. 
p! ADvT. IN 
Woman's 
Home 
Companion 
FOR 
MARCHI 


| 










ThisADVERTISEMENT 
WILL REACH MORE 
THAN 3,700,000 
WOMEN READERS. 
They'll BUY at your 
store IF YOU tie in 
with this big 
National Spring Sale 
of Famous Whit- 
ney Hampers 





NEWSPAPER MATS 


in convenient sizes 











will be supplied free of charge — Send us 
your requests NOW Run a March sale advt. 


in your local newspaper 





PLAN NOW 
TO CASH in 
ON THis BIG 
onenorione 7 


Whit ney sAMPERS 


PRICED TO SELL FROM $2.95 
See your jobber or write direct to 





*. A. WHITMET CARRIAGE CO. ONE PARK AVE 
LEOMINSTER, MASSACHUSETTS NEW YORK 


SAM FRANCISCO + 666 LANE SWORE ORIVE, CHICAGO 
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Independent Dealers Can Meet 
Multiple Store Competition 


(Continued from page 48) 


obvious that hardware retailers be- 
lieve this to be the case! 

Many dealers, believing they 
are up against a competitor with 
much greater buying power than 
they possess and with ability to 
operate at lower cost because of 
greater volume per store, have 
“thrown up the sponge!” They 
have said to themselves, “I render 
much more service to these people 
than the multiple chain does. I 
give them credit, I make deliveries, 
I do a lot of things that the big 
store doesn’t do and I ought to get 
paid for these services.” So up go 
their prices to the consumer and 
out of the window goes the vol- 
ume, which, if the independent 
could hold, would demonstrate to 
the whole world that the indepen- 
dent actually operates on a far 
more efficient basis and at a lower 
cost than the largest and most 
efficient of the corporate, multiple 
store units. 


Consumer Viewpoint 


Let’s see how the consumer ap- 
praises this situation. 

While the average consumer may 
not be fully acquainted with actual 
satistics and figures, the chain and 
the big corporate multiple units 
never fail in their publicity to con- 
stantly drive home the easily be- 
lievable claims that their buying 
power and their great size enable 
them to bring advantages and 
lower costs to the consumer. With 
the strictly chain hardware store 
averaging $64,000 per year, and 
with the seven big multiple chain 
store organizations averaging 
$140,000 per year in their hard- 
ware departments, and with the 
independent hardware dealers of 
the country averaging $26,000 per 
year per store—what conclusion 
would a consumer naturally come 
to? 

When the point is driven home 
to the consumer that the big multi- 
ple units operate their own whole- 
sale supply depots and, in many 
cases, own their own factories and 
that store managers do not have 


to spend one minute of their time 
interviewing salesmen, do they not 
cleverly draw comparisons between 
their method of operation and that 
of the small independent dealer? 
The independent dealer spends a 
very important part of his time 
listening to salesmen, and, as a re- 
sult, has neither the time, the in- 
clination, nor enough energy left 
to study just what the consumers 
really want and to really analyze 
reasons why the consumers travel 
from 50 to 75 miles, or even 
farther away, to trade at the multi- 
ple store. 


Everyone's to Blame 


Soon, this independent dealer 
gets a little sour on the whole situ- 
ation and begins blaming every- 
body and everything for his 
troubles. 

In only a few cases has an in- 
dependent dealer shown the wis- 
dom and the intestinal fortitude to 
stand across the street from his 
store and look at it through the 
eyes of a consumer. 

What does it look like on the 
outside? Does it look as if there 
was life in the store? Does he see 
a lot of people going in and out? 
Are the window displays attractive 
enough to draw him from across 
the street to get a close look? In 
the event he actually enters the 
store, does he find within a mer- 
chandising atmosphere? Does he see 
seasonable articles prominently dis- 
played with attractive price cards? 
Does the interior look as though 
the dealer is doing a lot of busi- 
ness? Does he carry large sup- 
plies that create confidence in his 
buying power? Has that dealer 
enough courage to put the price on 
everything so that the consumer 
will not be embarrassed when he 
asks the price, and then make the 
excuse for not buying because he 
saw an ad of the multiple chain 
store, quoting the same brand and 
the same quality much cheaper? 

All of these things and many 
others, the accumulation of years 
and years of neglect and discour- 
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TWIST DRILL AND 
MACHINE COMPANY 


NEWBEDFORD, MASS., U.S.A. 


MEW YORK STORE: 130 LAFAYETTE STREET 
CHICAGO STORE: 570 WEST RANDOLPH STREET 
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agement on the part of the inde- 
pendent dealer, have finally had 
the effect of causing the dealer 
himself to lose heart and the con- 
sumer to lose confidence. 


Just Suppose 


Suppose someone came along 
to such an independent dealer and 
told him frankly and _ bluntly, 
“Why, you can meet the prices of 
that competitor of yours.” The 
dealer might actually try to throw 
such a crazy man out of his store. 
Suppose that wise friend had the 
courage to persist until he con- 
vinced that retailer, regardless of 
appearance, regardless of statistics 
and statements to the contrary, that 
he, a small independent dealer, 
could and was operating his store 
as economically and at as low a 
cost as that big multiple competi- 
tor who was getting so much of the 
business! 

Suppose the dealer finally be- 
came convinced and believed in 
his heart that he was as efficient 
as his competitor. Then he would 
say, within himself, “Why, I can 
price everything in my store just 
as cheaply as that big fellow in 
my town or in the next town.” 

Then, suppose he had the cour- 
age to re-arrange his store, so that 
it did have a selling and merchan- 
dising atmosphere. 

Suppose he did have courage to 
bring back in his store many items 
he had given up to his competitors, 
because the price battle was too 
much for him. , 

Suppose he had the courage to 
tell the consumers in his area about 
it, and to ask them to come to his 
store and prove it for themselves. 

Suppose he had the courage and 
the wisdom to talk to other inde- 
pendent dealers in his own line 
and propose that they cooperate 
together, that they contact an alert 
wholesale house and give all their 
business to it so that wholesaler 
would be able to operate his whole- 
sale business at less than half of 
what it has been costing him, and 
thus be able to pass the savings 
on to those dealers. 

Suppose that they would have 
the courage to ask the wholesale 
house to keep them constantly 
abreast of new developments, of 
new and proven items, to keep 


them informed of new selling ideas 
and display ideas so that no matter 
where the individual dealer may 
be located that he could keep his 
store just as up-to-date, just as 
cleverly arranged, just as full of 
merchandising atmosphere and 
just as full of price appeal as the 
largest and most costly equipped 
corporate multiple Goliath in his 
community, in his state or in the 
entire country? 

With the restrictions on tires 
and automobiles, and perhaps on 
other things, the consumer just 
cannot continue to travel to far 
away points to buy and will be 
forced to do his trading at a local 
store. Will the independent really 
awake to the glorious opportunity 
that has been dropped squarely 
into his lap? Or, will he say, as a 
great number have said in the past, 
“This is my chance to get even. 
Boy! Will I make them pay now! 
Now I can really be independent.” 

Up go his prices and he “socks” 
the consumer. The consumer, hav- 
ing to take it, slowly builds up re- 
sentment and waits for the day 
when the situation will change, 
and he in turn can pay back the 
dealer who took advantage and 
“socked” him when he was in 
trouble. 


How Many Will Help? 


How many wholesale hardware 
dealers and hardware salesmen are 
awake to the opportunity for build- 
ing up their retail customers? How 
many are willing to devote just a 
little time to helping this indepen- 
dent dealer, giving him just a little 
supervision, helping him to keep 
his prices in line so that, when 
things start the other way, the cus- 
tomers will say, “I never knew that 
Bill could sell at as low prices as 
the big chain store. I’m going to 
keep on trading with Bill.” Or, 
will these wholesalers and their 
salesmen say, as many have said in 
the past, “This is pay day. We're 
going to make hay while the sun 
shines. Are these retailers going 
to pay now! Will we take all the 
advances!” 

I know that many don’t like this 
kind of talk. I know wholesalers 
who don’t like it and their sales- 
men don’t like it. This is too seri- 
ous a moment to let likes and dis- 
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Myers Sprayers Ralf, 


«En We Have the Hose, Guns, Accessories, 
a... a Repairs and Replacement Pumps For 
il all the Old Sprayers in Your Territory 




















The call is urgent from the Department of Agriculture 
to put all farm equipment into the best of condition as 
an important part of the “Food for Freedom” drive. 
The nation’s farmers are preparing for the biggest pro- 
duction on record and their cash income will be cor- 
respondingly great. te +e +e Now is the time for 
Myers dealers to turn attention to the sale of Myers labor 
saving, material saving and time saving Spraying Equip- 
ment to replace old, worn out Sprayers as well as ser- 
vice and repair Sprayers already in use. Remember ma- 
terials are available for service parts and will be, even 
though the output of new machinery may have to be cur- 
tailed. Take advantage of this favorable waiting market 
by canvassing all growers now. ty te 3% Write 
for our latest Sprayer Catalog and Service Manual. 


Take Off Your-Hat=; 
o The 
4 MYER 
HANGERS 


PUMPS-WATER SYSTEMS - HAY TOOLS -DOOR 


pt THE F. E. MYERS & BRO. CO. ASHLAND, OHIO 
Manufacturers 





«~ 


of Farm Onerating Equipment 


PUMPS - WATER SYSTEMS - SPRAYERS - HAY TOOLS - DOOR HANGERS 


4 All Steel 
GENERAL PURPOSE BARROWS 


Here are 4 styles of high grade general purpose bar- 
rows. They have extra large capacities and for use around 
the home, farm or garden they just can’t be beat. 


The barrows are designed so that the tray is level on 
top when in the wheeling position. While they are light 
in weight they are still built to Jackson specifications for 
hard use and long life. The eight-spoke fabricated 16 inch 
diameter wheels are much more practical than wheels of 
smaller size and add greatly to the ease of handling when 
loaded. 


Pneumatic tired wheels are subject to government rules 
and regulations which govern their sale. 


Write for Catalog No. 42H—IIlustrated in color. 


JACKSON MANUFACTURING CO. 


HARRISBURG, PA. 
Established 1876. 


CLIPPER 
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"PRIORITIES CUT MY STOCKS~ 
BUT BY TRADING UP 
1 CAN GET MORE PROFIT 
PER UNIT SALE’’ 





TRADE UP 


with Bassicks! 
RING UP MORE PROFITS! 


Every customer you trade up means 
an extra profit—and you surely need 
that profit—with war time priori- 
ties making hardware materials so 
difficult to get. 

It doesn’t take more material to 
make a better-grade Bassick caster. 
The difference is in finer workman- 
ship, longer life. That justifies the 
higher price—w hich customers with 
increased incomes can readily pay. 

Be sure to specify “DIAMOND- 
DART” and “DIAMOND-ARROW” 
Bassick casters when you re-order. 





‘ 
@ RUBBER WHEELS FOR 
CASTERS 


UNTIL THIS WAR IS WON, 


BUT WE'LL DO OUR BEST 
TO SUBSTITUTE 


‘TIL WE SINK THE 



















likes interfere. It’s a time for plain 
talk—and I don’t care what they 
think! 

But those who are interested, 
honestly so, cleverly so, and smart- 
ly so, in preserving the indepen- 
dent merchant of America, who 
will take seriously what we are 
discussing here and will be deter- 
mined that the opportunity that 
has now come to them will not be 
fumbled. 

I have implicit confidence in the 
possibilities of the independent 
dealer. This confidence is not based 
on vague hope. It is the result of 
many years’ intimate contact with 
the facts of retail operation in 
various lines. I feel that the inde- 
pendent is today in position to 
match his strongest competitor, 
point for point. But he will never 
do this as long as he is kept in the 
dark as to the facts, and as a result 
is completely in the grasp of fear. 

I call upon the wholesalers of 
this country to entirely revise their 
approach to the independent re- 


tailer. I ask them not to merely 
try to get all the business they can 
from a retailer, to collect the 
money and let it go at that. I ap- 
peal to them to actually accept the 
leadership that should rest square- 
ly on their shoulders. I appeal to 
independents to have confidence in 
themselves and in their businesses. 
I appeal to them to think more and 
more of the consumers’ problems 
—the consumers who come to their 
stores. 

I am convinced that the average 
yearly sales of independent hard- 
ware dealers can be doubled and 
trebled if they adopt modern ideas 
and modern methods in their stores 
and give the consumer proper con- 
sideration. 

If they do this they will demon- 
strate to the entire country that 
the independent has the capacity 
to render an economical service to 
consumers—equal to or beyond 
that of the most powerful billion 
dollar, multiple chain operator in 
the country! 


Windows Sell Lawn and Garden Goods 


IMPLE but effective and attrac- 
tive window displays help the 

H. W. T. Purnell hardware store in 
Georgetown, Del., a town of 1900 
population, enjoy good business in 
all types of lawn and garden goods. 
Grass seed, plant food, hand and 
power mowers, spraying equipment 
and the variety of hand tools used by 
garden enthusiasts and those who 
take good care of their lawns are 
featured in display window displays. 
An effective window is that illus- 
trated on this page. While showing 
a variety of related lines it is not 


A picket fence 
gate from stock, 
a hand mower and 
numerous other 
lawn and garden 
tools were shown 
in this display. 
Artificial grass 
gave the final 
touch of spring to 
the window. 





crowded. Some of the items are, of 
course, limited as to season. In the 
case of plant food this is an item for 
which the store finds a year ‘round 
market. Seed for the garden is sold 
in small packages. However. large 
quantities of grass seed are distrib- 
uted in 5, 10, 25 and 100-lb. bags. 

While it is not uncommon to sell 
at least 100 hand lawn mowers, each 
year—priced up to $18—the store 
also sells about six power lawn mow- 
ers each year. Three $115 and one 
$77.50 units were sold in two weeks’ 
time last spring. 
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New - Different 


Vitamin Cartridge 
s— on Sight 


Here’s Your Big Opportunity to 
make Extra Profits this summer 
selling VITAMIST — the new — 
the improved Lawn and Garden 
Vitamizer. 





Fits Any Garden Hose RIANT 
No Special Nozzle— FoR LUXU 


No Extra Attachments sLawns *4 Gardens 


Vitamizes as You THIS NEW . 
Sprinkle easy WAY 
EASY TO USE: Simply 


remove nozzle, drop Dag 


as You SPRINKLE” 


VITAMIST Cartridge ay wo srecias 8 


‘special WOItee 
° 0 90 SPRAVER 


into hose, replace nozzle 
and sprinkle. 
Every customer who buys 
garden hose or nozzle, 
grass, flower or vegetable 
seed, fertilizer, etc., will 
appreciate this Easy-to- 
Use Vitamizer. 
Tie up to this nationally 
advertised product for 
EXTRA PROFITS on 
every sale. 
Your Jobber can supply you 
with VITAMIST 


BURGESS SEED & PLANT CO. 
W VA 2, Galesburg, Mich. 


~~ CHICAGO)-~: 
DOOR SPRINGS 


























The for The 
Reliance 


ve . C i 
Single Acting Doors neunge 


hung with 
springless hinges 


The “‘Chicago’”’ and 
“Reliance’’ Door 
Springs have all parts 
fastened together, so 
they are never mis- 
placed. They require 
no special tool to apply 
the tension. The Re- 
liance is exceptionally 
heavy and more power- 
ful than other types of 


greater length. 
Type 270 Type 280 





Spring Hinges for every requirement 


Chicago Spring Hinge Compann. 


CHICAGO NEW YORK 
U. S. A. 
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WAGHER 


Komb-K leaned Sweeper 


Better Easier PICK-Up” 








You'll See This A Lot! 


The Wagner Komb-Kleaned Sweeper’s better, easier “PICK-UP” 
—as featured in Wagner national advertising—means faster, 
better PICK-UP in your sales and profits! 


Order from 
Your Jobber 


or write 





E.R. WAGNER MFG. CO. 





Dept. HA MILWAUKEE, WIS. 














eee <4 


TEM 
TER sYS 
WINDMILL Wal 


This is nd time to let your running water 
system sales walk. With SKY POWER 
they'll fly! Here’s a wholly new concep- 
tion of windmill power — a full fledged 
running water system fully as je 
as an electric systtém. SKY POWER 
complete with automatic controls, 
gauges and pneumatic tank is made to 
order for the 2 out of 3 farms without 
electricity. BAKER MFG. 5 aw 
COMPANY, Evansville, Wis. —————— 
AUTOMATIC DEEP WELL 
ELECTRIC WATER SYSTEM 


io 
Running water that whispers! Preci- . TH 
sion-quiet, with pressure lubrication, | 
self-oiling like an automobile motor. ih 
oA 

















4 4 


BAKER MFG. CO: Minneapolis, Minn.; Madison, 

a Wis.; Fort Dodge, ta.; Cedar Rapids, ta.; Fredericks- 

9 burg, ta.; Omaha, Neb.; Kansas City, Mo.; Enid, 

Q Okla.; Hutchinson, Kan.; Brandon, Manitoba, Can. 

h AXTELL CO.: Fort Worth, Texas; Amarillo, Texas; 
* Lubbock, Texas; San Angelo, Texas. 


oA 5 0 D 





103 




















The Western Convention 
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OFFICERS AND DIRECTORS OF WESTERN ASSOCIATION—Leit to right: sitting: Newly elected presi- 
dent, J. M. Witten, Trenton, Mo.; L. H. Dunton, Arcadia, Kan.; W. C. Cole, Bethany. Mo.; A. A. Doer, Larned, 
Kan.; Secretary-treasurer Frank H. Spink, Kansas City, Mo.; retiring president Geo. B. Straight, Eureka, Kan.; 
vice-president Lee Oldham, Leota, Kan. and Eddie Potter, Macon, Mo. Standing: Fred G. Taylor, Lyons, Kan.; 
Thos. Dyche, Kansas City, Mo.; Sam Zuercher, Witchita, Kan.; E. A. Milner, Miami, Okla.; E. F. Fitzgerald, 


Colby Kan.; Fred Ackerman, Sedan, Kan.; and E. S. Stucker, Ottawa, Kan. 


DATE & PLACE Western 
Retail Implement and Hardware 
Association, Jan. 20 to 22, 1942, 
sessions and exhibit, Municipal Au- 
ditorium, Kansas City, Mo. 


OFFICERS ELECTED_-). M. 
Witten, Trenton, Mo., was elected 
president succeeding Geo,  B. 
Straight, Eureka, Kan., who pre- 
sided over the convention sessions. 
Lee Oldham, Leota, Kan., is the new 
vice-president. President Witten’s 
father, the late Tom N. Witten, was 
president of the association exactly 
25 years ago. The new president was 
for 10 years associate editor of 
Harpware AGE. 


RESOLUTIONS—Urged man- 
ufacturers to issue list price books; 
dealers to improve their service and 
repair departments as a major con- 
tribution to maintaining efficient 
farming for the nation’s food supply 
and curtailment of non-defense gov- 
ernment spending. Opposed—Fed- 
eralization of unemployment insur- 
ance. Approved—Formation of past 
president club and of a women’s 
auxiliary within Western Associa- 
tion. Protested—Discrimination in 
favor of consumer cooperatives in 
connection with Regional Agricul- 
tural Corp. loans to fruit growers. 


ADDRESSES—President Geo. 
B. Straight stressed the importance 
of giving farmers every possible aid 
and service because of vital need 
for maintaining ample food supply. 
He said consumers would have more 
buying power but fewer opportuni- 
ties to exercise it. 
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Secretary-Treasurer Frank H. 
Spink read from association’s rec- 
ords of 25 years ago, telling of 
hardware trade thinking during 
first World War and pledged his 
best efforts to render every needed 
service to members during present 
war period. 

R. B. Lourie, vice-president, 
John Deere Co., Moline, Ill, told 
of woeful lack of farm labor which 
emphasizes the need for adequate 
and efficient farm machinery. He 
said farmers will do a good job of 
furnishing foods if they are properly 
equipped and this can be accom- 


plished if manufacturers can obtain 
about 2 per cent of the nation’s 
steel. 

Hal W. Luhnow, president, Wm. 
Volker & Co., told how his com- 
pany selling at wholesale only to 
the hardware, furniture and _ pho- 
tography fields, has endeavored to 
help dealers do a better merchan- 
dising job. 

Paul M. Mulliken, executive sec- 
retary, National Retail Farm Equip- 
ment Association, said 1942 calls for 
more facts on operations; facts on 
government activities; facts about 
your community and your own busi- 





HARDWARE QUIZ TEAM AT WESTERN CONVENTION—Left 
to right: Frank S. Johnson, Blish, Mize & Silliman Hardware Co., 
Atchison, Kan.; V. E. Maxwell, Wyteh Hdwe. & Mig Co., St. Joseph, 
Mo.; J. E. Woodmansee, Richards & Conover Hardware Co., Kansas 
City, Mo.; Perry Faeth, Stow Hardware & Supply Co., Kansas City. 
Mo.; W. W. Townley, Townley Metal & Hardware Co., Kansas City, 
and Quizmaster J. D. Reynolds, Carthage, Mo. NRHA director. This 
team performed at the Western's Wednesday session. 
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THE FORSTNER AUGER BIT 


The amazing versatility of the Forstner Auger Bit will immediately 
make a hit with all your customers who work with wood. Because 
the entire cutting surface works all the time, this tool bores a per- 
fectly smooth - walled, flat - bottomed hole. And because the Forstner 
is guided by its circular rim instead of a center spur it is especially 
suitable for cutting through hard, knotty or irregular grained woods 
and for boring at any angle. Wood - workers use this tool for dozens 
of jobs — such as mortising, scalloping, scroll work and pattern 
making — commonly done with chisel, gouge, scroll saw or lathe. 


Made of fine, tempered tool steel. Operate freely without clogging. 
Available with machine or hand brace shanks in the following sizes : 

For machine use, 4” to 114” by sixteenths; 154” 
to 3” by eighths. For hand use, 4“ to 142” by six- 
teenths. Sold singly or in sets of 9, 11 or 17 bits 
each. Order through your jobber. 


SRAND. 
PROGRESSIVE MFC. CO 


TORRINGTON a c 





FEBRUARY 5, 1942 





Draper - Maynard 


‘Tennis Assortment No. DTD42 





A group of six popular priced tennis rackets and 
three tins of tennis balls are included in the D & M 


Special Tennis Racket Assortment No. DTD4z2. 
The clever metal display stand, furnished free of 
charge, gives excellent display to the equipment, 
while taking up extremely small space. 


YOUR COST $20.07 LIST VALUE $32.50 


Write Your Jobber for Complete Information or Direct to 


THE DRAPER-MAYNARD CO. 
400 York St. Dept. HA Cincinnati, Ohio 





















Modern Kitchen Tools 
that sell profitably 
at $1, 75c, 50c, 29c 











Do a better selling job 
with Edlund beaters. 
They fit every need 
and price— they’re 
rugged, smooth and 
fast — gears are slip- 
proof, blades easy-to- 
clean—they do a bet- @ No. 3, retails 50¢. 
ter beating job. Models blades. 

at 50¢ up sold in indi- ° Ses. Gy satelln: (0. Tesenpdty snndel. 
vidual cartons. 


COUNTER DEMONSTRATOR 
DISPLAY AVAILABLE 


Tinned steel 


@ No. 2, retails 75¢. Special easy- 
clean design. Stainless. 
@ No. |, retails $1. Colored plastic 
CAN OPENERS handles. Stainless. 
CAP REMOVERS @ No. 5, retails 29¢. Nickeled finish. 
Tinned steel blades. Enanieled wood 
JAR OPENERS handles. 


KNIFE SHARPENERS 


EDLUND COMPANY 


At Your 
Jobbers 


BURLINGTON, VT. 


























WESTERN PEERLESS QUARTETTE which performed at each session of 
the convention. At the piano—Mrs. Fred G. Taylor, Lyons, Kan., Left to right, 
standing:—Clyde Bishop, Chanute, Kan.; Sam Zuercher, Wichita, Kan.; Pete 
Zuercher, Macksville, Kan. and Fred G. Taylor, Lyons, Kan. 


ness and facts about your suppliers 
in order to stay in business on the 
right basis. He outlined the prior- 
ities situation as it effects the farm 
implement field. 

Hobart M. Thomas. N. R. H. A. 
better team- 


representative, urged 


work with wholesalers to find new 
lines to help maintain volume; fa- 
vored following market on mark-ups 
based on replacement costs ; stream- 
lined operating costs and said con- 
sumers can’t expect full services for- 


merly rendered. He urged paying 


off of debts and conversion of mort- 
gages to long term basis. 

Dr. Kenneth McFarland, Super- 
intendent, Coffeyville (Kan.) public 
schools, delivered an inspirational 
address entitled “Thoroughbreds,” 
stressing the point the thoroughbreds 
don’t whine when the going gets 
tough—they just work harder for 
success. He said business men can’t 
legislate themselves into success or 
join some group, pay dues and thus 
find a short cut to success. 

H. F. Murphy, Sears Roebuck & 
Co., Chicago, and formerly an ex- 
ecutive in the wholesale hardware 
business, told how Sears store man- 
agers have to give their full time 
and talents to selling because all 
of their buying is arranged at head- 
quarters. He said their time is not 
taken up with dozens of salesmen 
every day. He felt that through 
concentration of buying, dealers and 
wholesalers could effect economies 
and improvement in independent 
hardware circles. 

Newly elected president, J. M. 
Witten, Trenton, Mo., stressed the 
three basic needs of mankind are 
always food, clothing and _ shelter 
and said that hardware stores are a 
factor in this basic picture and can 
render their nation and communi- 
ties a needed service for victory in 
the war by doing their daily jobs 
diligently and faithfully. 


Minnesota Convention 


DATE & PLACE—Minnesota 
Retail Hardware Association met on 
Jan. 13-16, 1942, at Minneapolis 
Auditorium. 

NEW OFFICERS—President. 
L. A. Luektke, Fairmont, succeeding 
J. A. Moren, St. Paul; vice-presi- 
dent, C. A. Peick, Slayton; executive 
board; R. M. Stevenson, Minneapo- 
lis; Geo. H. Herreid, Deer River: 
P. W. Anderson, Staples, and A. C. 
Kasner, Foley; advisory board (past 
presidents), A. J. Rynda, New 
Prague; F. C. Larson, Warren, and 


J. A. Moren, St. Paul. 
RESOLUTIONS—Favored re- 


duction of Federal non-defense ex- 
penditures; recognition of farming 
as vital war industry entitled to fav- 
orable priority; new installment sell- 
ing regulations providing REA did 
not enjoy more favorable terms; and 
support in the sale of defense bonds. 

Protested against further Federal 
control of unemployment insurance; 
against present sales tax law declar- 
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ing that tax law should be amended 
so that tax be applied at point of 
manufacture, and against discrimi- 
nation in favor of consumer coepera- 
tive in connection with Regional Ag- 
ricultural Corp loans to fruit grow- 


ers. 


ADDRESSES—President J. A. 
Moren believed shortages would be 
apparent and a problem early in 
1942 but thought that a shift of lines 
to such goods as chinaware, glass- 
ware, etc., would develop rapidly 





and offset loss of sales on items made 
of critical goods. Was sure plumb- 
ing and electrical lines are out. 

Manager-treasurer J. C. Christo- 
pher warned against “phoney” or- 
ganizations attempting to collect 
money to facilitate legislation and 
other governmental help for retail 
hardware trade. 

Henry Leitschuh, Sleepy Eye, told 
of opportunity for hardware men to 
render especially useful services to 
their communities during war time. 


MINNESOTA OFFIC- 
ERS—Left to right: J. 
C. Christopher, man- 
ager-treasurer; L. A. 
Luedtke, Fairmount, 
president; J. A. Mor- 
en, St. Paul, retiring 
president, and A. C. 
Kasner, Foley, vice- 
president. 


HARDWARE AGE 

















He. outlined, as example, his expe- 
riences growing registered seeds 
both as a hobby and as a community 
service. He urged dealers not to 
complain about delays which cannot 
now be helped. 

Willard F. Keisner, district man- 
ager, OPM, outlined compléxities of 
present situation and the size of war 
needs which necessarily will curtail 
non-war requirements. He answered 
a wide variety of questions and urged 
hardware men to take fullest advan- 
tage of P-100 order (completely ex- 
plained in Harpware Ace, Jan. 8, 
1942, issue, see page 29). 

Charles L. Hoffman, executive 
vice-president, Minnesota Employers 
Ass’n, urged hardware men to fight 
against further federalization of un- 
employment insurance control. He 
said this was a further phase of 
threat of socialism in this country 
and that Minnesota and other state 
laws covering this problem while not 
perfect were doing a good jeb and 
should be continued on the state con- 
trol basis. 


Hobart M. Thomas, N.R.H.A. rep- 


Kentucky 


DATE & PLACE—Kentucky 
Hardware and Implement Associa- 
tion met on Jan. 13-15, 1942, at 
the Kentucky Hotel, Louisville. 

NEW OFFICERS— President, 
W. M. Engle, Hazard, succeeding 
A. B. Lander, LaFayette; first vice- 
president. K. O. Cayce, Hopkins- 
ville; second vice-president, Cecil 
Skidmore, Elizabethtown. New direc- 
tors, Roy Wessel, Shively, and Ed- 
ward Jansen, Covington. J. M. 
Stone, secretary-treasurer. 


RESOLUTIONS—F avored the 


reduction of state government ex- 


resentative, urged better teamwork 
with wholesalers to find new lines to 
help maintain volume; favored fol- 
lowing market on mark-ups based on 
replacement costs; streamlined oper- 
ating costs and said consumers can’t 
expect services formerly rendered. 

R. D. Baker, Federal Reserve 
Bank, Minneapolis, said Regulation 
W to curb installment selling prac- 
tices was necessary to halt inflation 
working in conjunction with price 
ceilings, defense savings bond sales 
and higher taxes. He said these sev- 
eral factors would offset increased 
buying power and prevent indis- 
criminate bidding for goods that 
would catapult prices to inflationary 
position. 

J. Frank Grimes, president, I.G.A.., 
Chicago, scored independent mer- 
chants’ “lone wolf” attitude which 
was impotent against well organized 
and well financed cohesive group 
selling. He stressed need of retailer 
concentrating his purchases with 
some one wholesaler so that he like 
chain store manager could concen- 
trate his efforts on selling. 


Convention 


penses to the lowest possible mini- 
mum; suspension of a $3,000,000 
state new building program; reduc- 
tion of income tax rates within the 
limits of anticipated surplus. Mem- 
bers urged to support sale of De- 
fense Bonds and Stamps; to call at- 
tention of the Secretary of the Trea- 
sury and members of Congress to 
the fact that the ability of citizens 
to make such purchases must be de- 
rived largely through the curtail- 
ment of expenses other than Defense 
purposes and that the Government 
should set the example by drastic 





KENTUCKY OFFICERS—Left to.right, Roy Wessel, Shively, director; Edward 

Jansen, Covington, director; W. M. Engle, Hazard, president; Cecil Skidmore, 

Elizabethtown, second vice-president; K. O. Cayce, Hopkinsville, first 
vice-president. 
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RodDevily 
GLASS 
CUTTERS ® 


In quality and design, 
Red Devil glass cut- 
ters have kept ahead 
with the times... 
That's why, for 72 
years, they have re- 
mained a best seller 
everywhere. 
The new ‘“‘Modern- 
line’’ models top 
them all for dealers’ 
sales. 
LANDON P. SMITH, INC 


IRVINGTON, N J., U.S.A 


yf 
Me) ); 


Packed in Visible Display 





They'll Make a Hit 
With Your Customers 


HEavy DOUME SEMI. STEEL BEAR. 

BALL BEARING ING 8Ox BOLTED OOuste sine 

SWIVEL CASTERS TO FRAME. ANGLES LOCKING 
WOOD PLATFORM, 











ENO PLATFORM 
ANGLES. 










WAROWOOD Pal. 
FORM SECURELY 
BOLTED BETWEEN 
LOWER ANO 
UPPER ANGLES. 


VULCANIZED RUS. 
tf TREO WHEELS 
PROTECT MOORS 
FeOm DAMAGE 
CASTER BRACKET DOUBLE ANGLE 
BOLTED 10 Feame 1aOnm GOLTED 

FRAME 


Because they give years more service, every 
sale of Fairbanks “‘Commander” Steel-frame 
Platform Trucks will make a booster for you. 

Just look at the rugged construction of 
these steel-frame trucks with hardwood plat- 
form. Is it any wonder that they last years 
longer? 

Note the way they’re armored. Heavy steel 
angle irons protect the hardwood platform 
from bumps. They are built to take the most 
brutal punishment without injury. 

Pipe handles and racks are held rigidly to 
frame by bolts, and can be removed at will. 
The platform, too, can be replaced, in case of 
accident, without cutting or rewelding frame 
or understructure. 


Write for catalog No. 52 and prices 
THE FAIRBANKS COMPANY 
400 LAFAYETTE ST., NEW YORK, N. Y. 


Boston, Mass., Pittsburgh, Pa. 
Factories: Binghamton, N, Y., Rome, Ga. 


Fairbanks 
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Wanted... 
DEFENSE SUB-CONTRACTS 





With SPECIALISTS 


Making wire forms accurately and eco- 
nomically, even some _ simp!e-looking 
hooks. requires long experience and in- 
tricate machinory. If you need special or 
standard wire paits of any kind, for either 
Defense or civilian need, you can side- 
step a lot of headaches by ordering ihem 
from “Brooks”! 

We ask the co-operation of our old line hard- 


ware customers by ant cipating their needs as 
tar ahead as possibie. 


M. S. BROOKS & SONS 
BOX ‘'B"’ CHESTER, CONN. 
Since 1848 


“BROOKS f° HOOKS * 





Don’t Overlook This 
Glue- Selling Fact 


Most people are LAZY. They don’t want 
to do a lot of messy measuring and mixing 
every time they have a gluing job to do. 
That’s why Iron Glue is so easy to sell. 
This tough liquid glue is easier to use, 
makes a stronger joint on the average job 
than hard-to-use “dry” glues. Display 
Iron Glue—in 10¢ bottles and cans from 
\4 pt. up. Advertised every month in 
LIFE, COLLIER’S and SATURDAY EVENING 
Post. Ask your jobber, or write, giving 
your jobber’s name, for full information. 


IRON GLUE 


THE McCORMICK SALES CO. 
420 Light St., Baltimore, Md. 


AN ELEPHANT FOR STRENGTH 










curtailment of non-defense expendi- 
tures, 

The association opposed the pro- 
gram of the Regional Agricultural 
Credit Corporation which makes it 
impossible for Northwest fruit grow- 
ers to obtain government loans un- 
less the money ebtained is expended 
through the Northwest Wholesale. a 
consumers’ cooperative. Under this 
program it is also impossible for the 
retailer to sell the growers unless a 
commission on the transaction is 
paid to the Northwest Wholesale. 
The resolution opposing this policy 
pointed out that it forced a borrower 
to use the services of a cooperative 
and that it discriminated against re- 
tailer competing with the coopera- 
tive. 


ADDRESSES—Paul M. Mulli- 
ken, executive secretary, National 
Retail Farm Equipment Assn., St. 
Louis, foresaw a farm income of 
$13,000,000,000 in 1942 compared 
with 11 billion for 1941. He pointed 
to the importance of food production 





which he said was impossible with- 
out farm equipment. He conceded 
that the manufacture of farm equip- 
ment would have to be diverted to 
war industries and the prices would 
be higher but said that an order is 
being prepared which will exempt 
implement men from wage and hour 
regulations of the Federal Govern- 
ment. 

P. N. Maddox. sales manager, 
John Deere Plow Co.. St. Louis, Mo.., 
stated that 50 per cent of the U. S. 
manpower and national income will 
be diverted to the war effort. He 
pointed out that in 1942 there would 
be about 80 per cent as much farm 
equipment manufactured in 1940 
and about 63 per cent as much as 
in 1941. He suggested the possibili- 
ties in farm equipment repair busi- 
ness, stating that in the next few 
years farmers would be repairing 
their old equipment because of short- 
ages. He recommended the adoption 
of ecdnomies wherever possible ex- 
cept wage and employee reductions. 


Intermountain Convention 


DATE & PLACE—Intermoun- 
tain Hardware and Implement Deal- 
ers’ Association met on Jan. 15- 
16 at the Hotel Bannock, Pocatello, 
Idaho. 

NEW OFFICERS—Ben Davies, 
Nampa, Idaho, reelected president: 
William Reed, Idaho Falls, Idaho, 
reelected vice-president. Secretary, 
Frank L. Winzeler, Boise, Idaho. 
New directors, Mack Bowler, Amer- 
ican Falls, Idaho, and R. R. Love, 
Buhl, Idaho. Hold-over directors, 
E. L. Ames, Salt Lake City, Utah; 
John Anderson, Heber, Utah; J. C. 
Baldridge, Boise, Idaho: Claude 


Bistline, Pocatello, Idaho; Axel Hed- 
lund, Idaho Falls, Idaho; L. J. Kin- 
ney, Ontario, Ore.; L. V. Morgan, 
Twin Falls, Idaho; R. C. Parks, 
Magna, Utah, and J. W. Weeks, 
Caldwell, Idaho. 


RESOLUTIONS — Favored re- 
duction of taxes by state and local 
government; cooperating with U. S. 
Department of Agriculture war 
boards because of increased impor- 
tance of producing food for war. 

Opposed federalization of Social 
Security because it would lead to 
further centralized governmental 





INTERMOUNTAIN OFFICERS—Lett to right: Frank L. Winzeler, Boise, Idaho, 
secretary-treasurer: Ben Davies, Nampa. Idaho, president: William Reed. 
Idaho Falls, Idaho, vice-president. 
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rom NOVICE to EXPERT 
the ABC of BUILDERS’ HARDWARE 


set See. 


4 sunosas Hae 


Published by HAROWARE AGE- 








Don’t be a yes man—be an expert in Builders’ 


Hardware and step into the higher income brackets. 


There are many opportunities for the man who 
knows his Builders’ Hardware thoroughly because 
good Builders’ Hardware men are scarce. 


Increase your knowledge of Builders’ Hardware 
with the only text book ever published on this sub- 

ject — “TAKING THE MYSTERY OUT OF 
BUILDERS’ HARDWARE”. 


You'll get the benefits of Adon H. Brownell’s 
lifetime experience in suc- 





cessfully selling, buying 
and manufacturing this 
line. He’ll show you the 
best stock to carry, how to 
work with property own- 


HERE ARE SOME 
OF THE FEATURES 


@ 220 Pages—size 
8, x Il 





ers, architects and contrac- 
tors and how to use this 
line to get extra sales in 
other lines. 


This book will bring 
you all you need to know 
about this profitable basic 
hardware line — informa- 
tion that will make 
EXPERTS out of 
NOVICES. 


maAToL THIS coupon TOoDAY 
HARDWARE AGE 2-5 
100 East 42nd St., New York, N. Y. 

Please send me...... copies of “TAKING THE MYSTERY OUT 
OF BUILDERS’ HARDWARE” by Adon H. Brownell. I will pay 
the Postman $3 each, plus a few cents postage. (Canada and Foreign 
Countries $3.50.) 

SED | sae decane stata suh cic tGa wii lvassauteeienkeas 

ADDRESS 

SEE Nedcatend att elie o4aeennints tala shiva STATE ; 

(C0 Check here if you enclose payment, in which case we pay postage 
2a 2 RC eH Hw HH KH Se wo 
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@ Cloth bound to with- 
stand hard usage 


@ 60 Chapters—Elemen- 
tary, Intermediate and 
Advanced Courses 


@ Working Blue Print 
@ 9 Comparative Charts 


@ 13 Large Detailed 
Drawings 


@ 600 Illustrations and 
Diagrams 
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DEPENDABLE TOOLS 


Today, more than ever, people are buying with an eye to the future, 
purposefully selecting the better grades of merchandise for the 
long, hard pull that lies ahead. The trustworthy performance that 
has made Union Hardware tools preferred for peace-time jobs 
likewise makes them first choice for around-the-clock assignments 
in war-time. 

You can sell Union Hardware Chisels and “Champion” Screw- 
drivers secure in the knowledge that these quality-built tools will 
survive the tests of sustained hard usage and come through 
with flying colors. 


The chisels are made of durable, rust-resistant special alloy steel that retains 
its keen cutting edge even in the toughest going. Available in standard blade 


widths in the following patterns: Socket Firmer, Cabinet, Pocket, Butt and 
Framer. 
“Champion” Screwdrivers have long been recognized for their exceptional 


strength which results from an exclusive construction feature that positively 
prevents the blade from twisting loose in the handle. Offered in five styles, 
(Regular, Cabinet, Machinist, Electrician and Special) and 25 blade lengths 
from 114” to 30”. 


Call on your jobber for full details and prompt, accommodating 
service. 


(mEWEE OE 
HARDWARE COMPANY 


aw EWEGw EW 
TORRINGTON. CONN. 


NEW YORK OFFICE SI CHAMGERS STREET 
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Get Ready for Bigger 
Red Arrow Sales 


People will be driving less and staying 
home more, so it’s going to be a big garden 
season. Red Arrow is ready to help your 
sales with a new display carton, new insect 
chart poster, free leaflets, and advertising 
in 12 big national magazines. Call your 
jobber. Order Red Arrow now. Prices 
have not advanced YET, but are subject 
to change without notice. 


THE McCORMICK SALES CO. 
| 403 Light St., Baltimore, Md, 


RED ARROW 


GARDEN SPRAY 











A New Rod 


with Lighter 


More Snap—Better Balance 
Greater Sales Appeal 


Six splendid numbers with a new and lighter 
tip—a fully graduated diameter blade—just 
what sportsmen have been looking for. 


Snap one of these new rods. Note the 
flexibility. Note the better balance. 


Available with cork combination or live 
rubber grip formed steel detachable offset 
handle. 


Frhemax Products 


Division Chisholm-Ryder, Inc. 
4201 Highland Ave., Niagara Falls, N. Y. 
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supervision, contrary to American 
tradition and necessities and would 
disturb the domestic economy. Op- 
posed policy of U. S. Department of 
Agriculture whereby through the 
regional agricultural credit corpora- 
tion in the granting of loans to fruit 
growers, independent dealers are 
discriminated against in favor of a 
consumers’ cooperative, by nature of 
the terms which direct where the 
money is to be spent. 

ADDRESSES—F rederick B. Hy- 
der, priorities field service analyst, 
discussed the reasons for the priori- 
ties program. 


Charles R. Isaacs, N.R.H.A., said 
everyone heading a business organi- 
zation must build for the future and 
be in a position to take advantage 
of opportunities when the emergency 
He pointed out three im- 
portant factors in this: preserve your 
capital, preserve your organization, 
and preserve your reputation. 

Milford S. Vaught, Boise, chair- 
man of the Idaho agricultural de- 
fense board remarked, “A campaign 
is now under way to stress early re- 
pair of farm machinery and much 
of the burden of accomplishing this 
lies with hardware men.” 


is over. 


Texas Convention 


DATE & PLACE—Texas Hard- 
ware and Implement Association 
met on Jan. 20-22 at the Gunter 
Hotel, San Antonio, Tex. 


NEW OFFICERS — President, 
George Prewitt Taylor, succeeding 
Herman Taylor, Lufkin; vice-presi- 
dent, J. D. House, Paris. Secretary, 
J. D. Martin, Jr., Bryan. Direc- 
tors: H. D. Rush, Marlin; N. R. 
Carter, Slaton; Herman Taylor, 
Lufkin; Elmo Schaefer, Schulen- 
berg; James A. Hill, Jr., Alice; 
Claude Rogers, Frisco; L. N. Broad, 
Brady; H. R. Turner, Navasota, and 
Lee Watson, Brownwood. 


RESOLUTIONS—F avored co- 
operating fully in all constructive 
measures of the government for the 
winning of the war; also asked that 
all municipal and school expendi- 
tures be drastically reduced. 


ADDRESSES-—Rivers Peterson, 
managing director, N.R.H.A., speak- 
ing on “War Economy,” said that 
every citizen must realize that the 
present war is one of machines and 
materials and that the government 
is using the methods deemed best 
suited to the quickest possible way 
of getting those essentials. This, he 
believes, demands that Americans 
must set aside what he has regarded 
as his rights and privileges so that 
the war may be won as quickly as 
possible. Price control, he warned, 
is to be observed or the penalty suf- 
So that the merchant may 
overcome restrictions on goods which 
the retail hardware merchants have 
been selling and overcome the effect 
of those restrictions upon operating 
expenses, he urged that they make 
their stores more than hardware 
stores and find profits in lines which 
have been regarded as a far cry from 


fered. 


hardware and allied lines. He alse 
advised avoidance of fixed margins, 
the keeping of accurate records, and 
care to maintain an excellent credit 
rating with the wholesaler. 

Gus C. Street, Jr., U. S. Dept. of 
Labor, Division of Wages and Hours, 
stated that each case, involving the 
question of whether a business was 
strictly retail or involved the whole- 
sale and interstate angles, must 
stand on its own merits. He told the 
group that his department is much 
more interested in voluntary com- 
pliance rather than in having some 
employee bring suit. 

Fred H. Clausen, John Deere Plow 
Co., Horicon, Wis., stated that farm- 
ers, whom the government regarded 
as an essential factor in production 
of foods, must have adequate imple- 
ments and equipment, which must 
come through the implement dealer. 
He described the responsibility of 
the implement man to the govern- 
ment and listed as his problems: 
reduction in volume; increased over- 
head; decreased number of em- 
ployees; disappointing the customer ; 
allocation of goods; order merit; 
service on repairs. He stressed the 
need for viewing taxes as a part of 
the cost of doing business and the 
need for keeping careful business 
records. 

Paul M. Mulliken, executive sec- 
retary, National Retail Equipment 
Association, St. Louis, Mo., pointed 
out that the allocation of materials 
and equipment is based on 1942 cen- 
sus figures which the government re- 
gards as dependable. He stated that 
the implement dealer must now more 
than ever before be a service man; 
must keep accurate records because 
the government knows the cost of 
merchandising. 
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®If you have never sold MIL- 
ORGANITE, you have very def- 
initely overlooked not only a 
profitable sales opportunity for 
yourself, but also an exceptionally 
satisfactory, all-around fertilizer 
for your home and garden trade. 


we MILORGANITE is unexcelled 
_ \. for producing and maintaining 
healthy, luxuriant turf, flowers, 
shrubs, trees and home gardens. 
It is clean, economical and easy 
to apply: non-burning; and long- 
lasting in fertilizing effect. Even 
the most inexperienced home 





Packed in convenient 
25-, 50-, and 100 Ib. 
sift-proof bags, MIL- 


ORGANITE is easy to gardeners can use Milorganite 
handle, and easy for successfully, 

the customer to take This year...SELL MILORGANITE. 
away and use. Write for descriptive literature and 


name of nearest distributor, 


THE SEWERAGE COMMISSION 
Dept. H-25 © Milwaukee, Wis. 


MILORGANITE 


is the IDEAL LAWN & GARDEN FERTI 








DIAMOND 


Precision Tools 





Diamalloy Wrenches 


Made of special alloy steel.—Twice as 
strong yet a third thinner and lighter than 
standard pattern. Will fit in small places 
and withstand severest possible strain 
without damage. 

Furnished chrome nickel plated with 
sides of head buffed to a high, beautiful 
lustre. Handle has soft, velvety finish— 
pleasing to hold—not slippery. 











Diamalloy Heavy Duty Diagonal 

Cutting Pliers 
An extra-sturdy cutting tool of unusual 
strength. Cutting edges strong and sharp. 
Forged from tough Diamalloy steel. Will 
give long service on heavy-duty jobs. 
Every tool individually tested and in- 
spected. 


Diamond Calk Horseshoe Co. 
4612 Grand Ave., Duluth, Minn. 
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.at 25c—Nation-wide promotion 








ean r| OVER SIX 
MILLION! 


} ANNUAL SALES NOW OVER 
TWO AND ONE-HALF MILLION 





Proof that ‘‘Nee-Action’’ Peelers are 
Quaity products with customer arpeal. 


For more profits and larger 
dollar volume, give feature 
display space to the Combina- 
tion Peeler and Green Bean 
Slicer. An outstanding value 


and demonstration have cre- 
ated real consumer demand. 
On beautiful new four-color 
lithographed card. 





BOTH ''NEE-ACTION'' PEELERS ARE DOUBLE EDGED—CUT BOTH 
WAYS IN A NATURAL KNIFE LIKE MANNER—EASY TO USS 
EITHER RIGHT OR LEFT HANDED. POINT OF BLADE IS 
SHARPENED FOR EASY REMOVAL OF EYES AND BAD SPOTS. 





#3 ''Nes-Action'' Peeler — The 
largest selling peeler in the 
world. On beautiful new three- 
color lithographed card. Re- 
tailing at 10c. 


ATING BLADE | 
SHERRI | 








PROMPT DELIVERIES ASSURED 


See your jobber or write direct. 


M & M MANUFACTURING CO. 


732 N. MORGAN ST. 


CHICAGO, ILL. 


BOLT CLIPPERS 


In production and construction a Porter 
Clipper will save r costs. In repairs 
and emergencies a > slipper will re 
duce shut-down time’ losses. Be 

by having the syht tool ready 

you need it. Porter 

sizes and model 

ments — cuttin bolts, rod tranded 
cable or chain C ipacities up ti ‘ in 
nealed bolts. Special jaws tor cutting hard 
steel. Special tools to ial operations 
Every Porter built 


H. Rh. PORTER. Inc. 
EVERETT, MASS 





SEND FOR CATA- 
LOG giving valuable 
information about time 
and labor saving in us- 
ing two-hand portable 
metal cutters. 


NOTE: We are using 
every available machine 
and every available 
man, 24 hours a day, to 
= meet Government re- 
quirements, and especial- 
ly to meet our jobbers’ 
needs with the earliest 
possible shipments. 











Don't take 
our word for it... 





® Don’t take our word for it, that 
Ideal prices are the lowest and 
their quality the highest — prove 
to yourself that they are by or- 
dering a sample unit today. Just 
think, Ideal’s prices begin at $5.70 
with many styles and sizes that 
range up to $66.00, and if you 
want to see the latest in Flour- 
escent lighting send for Ideal’s 
catalogue now. It’s free for the 
asking. 


IDEAL CABINET CORP. 


8841 CENTRAL AVE., DETROIT, MICHIGAN 











Famous 
a 
Namie 


INDIANA 
STCCL & WIRE CO 
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Mountain States Convention 





MOUNTAIN STATES OFFICERS—Leit to right, front row: John T. Bartlett. 

Boulder, Colo., secretary-treasurer; Paul F. Patterson, Denver, Colo., president; 

S. I. Fredregill, Sterling, Colo., retiring president: F. W. Kroger, Durango, Colo., 

second vice-president; Back row: H. F. Collett, Rifle. Colo.; F. W. Unfug, Walsen. 
Colo., director: Richard Hamm, Longmont, Colo., director. 


DATE & PLACE—Mountain 
States Hardware and Implement As- 
sociation met on Jan. 12-14 at 
the Cosmopolitan Hotel, Denver, 
Colo. 


NEW OFFICERS—President. 
Paul F. Patterson, Falby Paint & 
Hdwe. Co., Denver, to succeed S. I. 
Fredregill, Sterling, Colo.; first vice- 
president, A. H. Currie, Yuma, 
Ariz.; second vice-president, F. W. 
Kroeger, Durango, Colo.; directors, 
F. W. Unfug. Walsenburg; Richard 
Hamm, Longmont. and H. B. Allse- 
brook, Fort Lupton. John T. Bart- 
lett, Boulder, Colo., secretary-trea- 
surer. 


RESOLUTIONS—All submit- 
ted were unanimously adopted. One 
resolution opposed the federalization 
of social security. Another pointed 
to the unfairness of a practice in 
the northwest under which a farm 
cooperative secured .a virtual mo- 
nopoly of merchandise sales result- 
ing from certain government loans. 
The association endorsed the govern- 
ment farm implement survey and 
urged members to assist in the scrap 
iron drive and also tender shop fa- 
cilities for government training of 
men in repair service. 

ADDRESSES—Charles R. 
Isaacs, N.R.H.A., dealt with supply 
conditions affecting hardware deal- 
ers and offered a 10-point program 
for 1942. He advised merchants to 
“team up” with their wholesalers; 
to add new lines; to get their money 
in fast-selling items; to mark up 
with the market; to build up a re- 
serve for the declining market which 
is sure to come at the last; to 


streamline expenses, liquidate ac- 
counts receivable, reduce debts and 
chattel mortgages; to estimate sales 
and budget expenses, and to adopt 
a planned program. 

Arthur Lee Baldwin, Denver 
C.P.A., speaking on taxes said, “It 
is not unpatriotic for a hardware 
merchant to avail himself of all 
statutory provisions which enable 
him to reduce his taxes. It is as- 
sumed by the government that citi- 
zens will take advantage of all such 
provisions.” 

Carl A. Nordlund, National Farm 
Equipment Association, cautioned 
dealers not to decide to go on a 100 
per cent cash basis and advised, “If 
one farmer cannot pay cash but 
needs new equipment more than an- 
other farmer who can pay cash, 
serve the former first. Make a full 
legitimate profit on each sale. There 
should be a complete cessation of 
wild trading.” He emphasized the 
need for an adequate bookkeeping 
system. 

F. B. Kaufman, vice-president in 
charge of sales, Hibbard, Spencer, 
Bartlett & Co., Chicago, Ill., speak- 
ing on “Meeting the Challenge of 
Change,” said there are more oppor- 
tunities than ever before for the in- 
dependent merchant, if he is operat- 
ing on a sound merchandising basis. 
“We trade in our cars, but refuse to 
modernize and streamline our 
stores.” He asserted that the selling 
function was vastly more important 
than buying, and stated, “Have a 
merchandising plan and surround 
yourself with good people to carry 
it out. A poor plan is often better 
than none at all.” 
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Bumpers everywhere know what swell “closers” these 
Stanley “Roll-Up” Garage Doors are. Even small homes 
can have modern, efficient garage doors - since they'll 
only add $25 to the hardware allowance. 

The finest garage door equipment is Stanley — it gives 
trouble-free operation for the life of the garage. 

Do you have our catalog? Why not ask for it? The 


Stanley Works, New Britain, Connecticut. 


[STANLEY] 


TRADE MARK 


HARDWARE FOR CAREFREE DOORS 











All standard sizes and lengths including Hollow 
Cable, Reinforced Hollow Cable, 6-Strand Twisted, 
4-Strand Twisted and Solid. Wright Wire Clothes 


Lines (Strand) for many purposes. Copper bearing 


steel exclusively. 


WORCEStEe= MASS. 
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Cory-Brewing re- 
leases the real coffee 
flavor from finely ground 
coffee in a jiffy...and it's so easy! 


The Complete Coffee Brewer 


CORY value stands out because of quality and 
complete equipment. Includes: Hinged Decanter 
Cover; Safety Stand; Glass Filter Rod; Accurate 
Coffee Measure. Special Corning heat-resisting glass 
beautifully decorated with platinum stripes. $2.95 up. 


CORY Elass CORY?-Heat 
Filter Rod! Electric Stove! 






—makes brewing all —for brewing coffee quickly 
glass, fits most glass and keeping it hot. Use with 
\\, coffee makers, ends fil- any glass 






50 \\y ter-fussing. No cloth, coffee 
C hooks, or springs. maker 


$395 Coe 
A Ait! @ @ The CORY — Dealership” 


window-pane “‘Decal’’ and NEW Special Deal which includes com- 
plete kit for supplying CORY replacement parts. Ask about it. 








CORY GLASS COFFEE BREWER CO. 


NOT 
325 North Wells Street Chicago, Illinois 


WHY ARE MORE HARDWARE 
STORES EQUIPPED WITH 
HELLER FIXTURES THAN ANY 
OTHER KIND? 


- + te 











Value, endurance, beauty, money making performance of Heller 
Fixtures put them tops in the field. Mass production gives you 
Heller Equipment at less cost than you could have a local con- 
tractor build it. 

Heller Equipment creates an ebb and flow of added sales. You 
can definitely measure the improvement in business after revamp- 
ing your store the Heller way. Your business will definitely 
turn the corner into a new day of increased sales if you will follow 
Heller suggestions. It is unquestionably true the country over that 
modern display attracts trade. You owe it to yourself to take ad- 
vantage of Heller's deferred payment plan and modernize your 
store today before prices go up. Ask for details. Catalog No. 40S. 


Very Prompt Shipment Can Be Made. 


W. C. HELLER & CO. 


242 Park Ave. 330 Hudson St. 
Montpelier, O. New York City 








| Gibson Good Teols 


Gibson Patented 
Gripper Clips, flex- 
ible steel, nickel 
plated. Smal! size 
hold kitchen uten- 
sils, tools, goit 
clubs, canes, ete. 
Large size brooms, 
mops, gurden tools, 
ete. Retail 10¢ ea. 
on beautiful disp. 
cards. Also Robert- 
son ‘‘Horseshoe 
Magnet’’ Hammers. 


GIBSON GOOD TOOLS, INC. 
e Box 268 Orange, Mass., U.S.A. 

















10c 
Cards 


25¢ 
Boxes 
or Bulk 





THEY PULL—CLINCH—HOLD 


The outstanding fastener for making, repairing 
sereens, garden furniture, frames, ete. 
ORDER NOW FROM YOUR JOBBER 
SUPERIOR FASTENER CORPORATION 





5224 N. Clark St. Chicago, Ill. 











Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory Num- 
ber of HARDWARE AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


100 East 42d St New York City 











Alabama Retail Hardware Assn., 
convention and exhibit, May 18-19, 
1942, at Admiral Semmes Hotel, Mo- 
bile, Ala. J. H. Crowe, 410 N. 21st St., 
Birmingham, is: secretary. 


American Hardware Manufactur- 
ers’ Association, meeting jointly with 
the Southern Hardware Jobbers’ Asso- 
ciation, April 20-23, at the Hotel 
Roosevelt, New Orleans, La. Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is secretary of the Manu- 
facturers’ Association, and T. W. Mc- 
Allister, 1020 Grant Bldg., Atlanta, Ga., 
is secretary of the jobbers’ association. 


American Hardware Manufactur- 
ers’ Association, meeting jointly with 
the National Wholesale Hardware _As- 
sociation, Oct. 19-22, 1942, at the 
Palmer House, Chicago, Ill. Charles F. 
Rockwell, 342 Madison Ave., New York 
City, is secretary-treasurer of the man- 
ufacturers’ group, and George A. Fern- 
ley, 505 Arch St., Philadelphia, Pa., is 
secretary-treasurer of the wholesalers’ 
group. 


American Toy Fair, March 9-21, 
1942, at 200 Fifth Ave., 1107 Broadway 
and other permanent show rooms in 
New York City; also at the Hotel Mc- 
Alpin, New York City. Horatio D. 
Clark, Toy Manufacturers of the 
U.S.A., Inc., 200 Fifth Ave., New York 
City, is manager. 

Arkansas Retail Hardware Assn., 
convention and exhibit, Feb. 9-11, 1942, 
at Little Rock. Sessions and exhibit 
at Marion Hotel. George L. Turner, 
322 Markham St., Little Rock, secre- 
tary. 


California Retail Hardware Assn. 
convention, Feb. 17-19, 1942, at the 
Western Merchandise Mart, San Fran- 
cisco, Calif. LeRoy Smith, 417 Market 


St., San Francisco, is manager. 


Connecticut Hardware Assn., con- 
vention Feb. 18-19, 1942, at Hotel 
Bond, Hartford, Conn. Charles F. Free- 
man, Branford, Conn., is secretary. 


Illinois Retail Hardware  Assn., 
convention and exhibit, Feb. 17-19, at 
Peoria, Ill. Sessions and exhibit at 
Pere Marquette Hotel. C. G. Gilbert, 
1155 Merchandise Mart, Chicago, sec- 
retary. 


Iowa Retail Hardware Assn., conven- 
tion and exhibit, Feb. 10-13 at Des 
Moines. Sessions at Hotel Savery; ex- 





Coming Conventions and Events 


Corrected each issue 
according to latest data 


hibits at Coliseum. Philip R. Jacobson, 
Mason City, secretary. 


Missouri Retail Hardware Assn., 
convention and exhibit, Feb. 24-26, at 
St. Louis. Sessions and exhibit Mu- 
nicipal Auditorium. Louis C. Kreh, 323- 
324 Wainwright Bldg., St. Louis, secre- 
tary. 


National Hardware Week, April 
16-25, 1942. 


National Retail Hardware Con- 
gress, July 13-16, 1942, at the Hotel 
Sherman, Chicago, Ill. Rivers Peterson 
is managing director with headquarters 
at 333 N. Pennsylvania St., Indianapo- 
lis, Ind. 


National Wholesale Hardware 
Association meeting jointly with the 
American Hardware Manufacturers’ As- 
sociation, Oct. 19-22, 1942, at the 
Palmer House, Chicago, Ill. George A. 
Fernley, 505 Arch St., Philadelphia, 
Pa., is secretary of the wholesalers’ as- 
sociation, and Charles F. Rockwell, 342 
Madison Ave., New York City, is sec- 
retary of the manufacturers’ group. 


New England Hardware Dealers’ 
Assn., convention and exhibit, Feb. 
24-26, at Statler Hotel, Boston, Mass. 
Russell R. Mueller, 189 Dartmouth St., 
Boston, secretary. 


North Dakota Retail Hardware 
Assn., convention and exhibit, Feb. 
24-26, at Fargo. Sessions at Hotel Gard- 
ner; exhibit at Auditorium. Miss Louise 
J. Thompson, 21 Clifford Bldg., Grand 


Forks, secretary. 


Ohio Hardware Assn., convention 
and exhibit, Feb. 17-20, at Columbus. 
Sessions at the Deshler-Wallick Hotel; 
exhibit at the auditorium. John B. 
Conklin, 175 S. High St., Columbus, 
secretary. 


Pennsylvania and Atlantic Sea- 
board Hardware Assn., convention and 
exhibit, Feb. 10-13, at Baltimore, Md. 
Sessions and exhibit at Lord Baltimore 
Hotel. W. Glenn Pearce, 400 N. Broad 
St., Philadelphia, Pa., secretary. 


Southern California Retail Hard- 
ware Assn. convention and exhibit, Feb. 
23-25 at Long Beach, Calif. Sessions 
and exhibit at Municipal Auditorium. 
J. V. Guilfoyle, 509 Rives Strong Bldg., 


Los Angeles, secretary. 


Southern Hardware Jobbers’ As- 
sociation, meeting jointly with the 
American Hardware Manufacturers’ As- 
sociation, April 20-23, at the Hotel 
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What your defense dollars buy 


The TANK is to the Army what the 
tackle is to the forward line of a foot- 
ball team. It is the “break-through.” 
Head-on, it crashes timber, houses, 
enemy fortifications. Once it has opened 
the way, the attacking force follows for 
the “mopping up.” 

The Nazis; using these great steel 
pachyderms which they produce in vast quantities, have been able 
to break through every fortified line in 14 conquered countries. 

In America, the medium-sized tank is the popular size. A 
medium-size tank weighs 30 tons. To make it takes as much steel 
as would be used in 500 refrigerators, as much rubber as goes 
into 87 average automobile tires. 

The planning of a tank takes as great skill as a large-scale con- 
struction job. One recently converted automobile plant, faced with 
retooling for tank production, had to put 200 engineers to work 
in day and night shifts for one month, mapping out machinery re- 
quirements and plant layout. 

To match the mechanical might of aggressor nations today, 
America needs thousands of these tanks. They’re rolling off the 
assembly lines now. They cost real money. Every time you buy 
an $18.75 Defense Savings Bond or a 10¢ Defense Saving Stamp, 
you give your country money enough to buy a vital part for an- 
other new tank. 











BUY DEFENSE SAVINGS BONDS AND STAMPS 


AT ALL BANKS, POST OFFICES AND SAVINGS AND LOAN ASSOCIATIONS | 








COLVMBIAN VISES 


THE BEST MADE 


* Columbian Vises 
are the standard for 
strength, workman- 
ship and _ depend- 
ability. Columbian 
Vises offer your cus- 
tomers the greatest 
value in efficient 
and economical vise 
equipment. All 
types for all work. 
See your distributor. 


THE COLUMBIAN VISE & MFG. CO. 


9017 Bessemer Ave. Cleveland, O. 











Wanta Good Position? 


The quickest and surest way of securing a 
good position is through the Classified Oppor- 
tunities Department of Hardware Age. 

Hardware Age will put you in touch with 
Hardware concerns who want help and look 
for it in the Trade-paper that reaches the 
greatest number of readers. 


Send your copy with remittance to 


HARDWARE AGE 


Classified Ovortuniues Dent. 
100 East 42nd St.. New York City 
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Cole’s Gas Fired Floor Furnaces 





Right NOW is the time to supply these quick-selling 
furnaces and add to your profits. They insure the 
finest in low cost automatic heat for new homes; 
make fine replacement jobs for old homes and ideal 
auxiliary equipment. A full vitreous porcelain enamel 
inner heating unit; large heating surface, and long 
delayed flue travel assures maximum heat from any 
gas. Many other features. Approved by the AGA 
Combination Safety Pilot and automatic thermostatic 
control also available. Write for full details and 
trade-prices now. 


COLE HOT BLAST MFG. CO. 


3108 West 51st Street, Chicago, IIl. 





























EVERY DROP WORKS! 
SO DOES EVERY NATIONAL AD 


Here’s a real ‘“‘pincers’’ movement on profit! From one 
side, the unbeatable quality of Franklin Glue, liquid hide 
glue that needs no mixing, heating, or preparation of any 
kind. From another angle, a consistent campaign of ads 
in THE SATURDAY EVENING POST and other leading 
consumer publications, with nearly 
6,000,000 circulation, and which di- 
rects readers into your store. 











Stock this genuine hide glue in liquid 
form and cash in on the big demand 
from hobbyists, craftsmen, carpen- 
ters, school, hotel and hospital main- 
tenance men. Free, attractive dis- 
plays will stimulate sales as Franklin 
Glue—favorite of the woodworking 
industry—hits the big, busy home 
market with a bang-up national ad- 
vertising campaign. 





















Write for Free Sample 


Also ask about our generous 
introductory offer. 


THE FRANKLIN 
GLUE COMPANY 
Columbus, Ohio 


















ROCHESTER ADJUSTABLE 
SASH BALANCES 


*| A product of Guar- 


2| anteed quality. Real 
profit in handling 
them. 


Write for prices. 





Rochester Sash Balance Co., Ine. 
Rochester, N.Y. 











OXFORD TOOL COMPANY 
G. G. Campbell, Pres 
1633 N. 2nd St. Philadelphia, Pa. 


TROY—BEST 


File Handles 








- —o Rigid 
PATENTED— Metal to 
. —t Metal 
Serine, 
Patented), assures better workmanship 
ind safety to user. A favorite for over 
10 years 


TROY FILE WORKS 
N.Y. 


Troy, Est. 1831. 


















COOK'S 


NEW STREAMLINE 
SUPER VALUE 


NAIL CLIPPER 


latest member of Gem Cc 
Nail Clipper family 
Hardened jaws, nail 


file, cleaner. Heavily 

nickeled. Doz. on colorful card 
at jobbers Send for details 
THE H. C. COOK CO. 
27 Beaver St.. Ansonia, Conn 











STEEL MORTAR BODS 


No dripping onto 
the user's back. 





Made entirely of 
stee) with wooden 
shoulder saddle 
and handle 
Edges are heav- 
tly reinforced. 
The fork is 
pressed from 
heavy gauge 


1 
Write for pricea. = 


The Cleveland Wire Spring Co. 
K S8&h St. and Hamilton Ave. 
a @ Cleveland, Ohio e a 








GUNSHINE 
cHAMOIS 


MAOQDE IN U.S A 


AGK YOUR JOQBBER 
POR GUAR EXTRA VALUE 
GEWEO PIECE CHAMOIS 


HOYT & WORTHEN TANNING CORP 
HAVERHILL. MASS 












Roosevelt; New-—Orbeamen.kan.. T. W. 
McAllister, 1020 Grant Bldg., Atlanta, 
Ga., is secretary of the jobbers’ asso- 
ciation, and Charles F. Rockwell, 342 
Madison Ave., New York City, is secre- 
tary of the manufacturers’ a:sociation. 


Tennessee Retail Hardware Assn., 
convention, Feb. 10-11, at the Andrew 
Jackson Hotel, Nashville; Morris Jones, 
P. O. Box 784, Nashville, secretary. 


Triple Mill Supply Convention, 
May 4-6, 1942, at the Hotel Traymore, 
Atlantic City, N. J., comprising the 
Southern Supply & Machinery Dis- 
tributors’ Assn., E. L. Pugh, 314 Vol- 
unteer Bldg., Atlanta, Ga., secretary; 













National Supply & Machinery Distrib- 
utors’ Assn., H:-R. Rinehart, 505 Arch 
St., Philadelphia, Pa., secretary, and 
the American Supply & Machinery 
Manufacturers’ Assn., R. Kennedy Han- 
son, 1108 Clark Bldg., Pittsburgh, Pa., 
general manager. 


Virginia Retail Hardware Assn., 
convention, Feb. 24-25, at Richmond. 
Sessions at the John Marshall Hotel. 
G. T. Omohundro, Jr., Scottsville, sec- 
retary. 


West Virginia Retail Hardware 
Assn., convention at Clarksburg, Feb. 
22-24, 1942. Sessions at Waldo Hotel. 
H. B. Clower, Oak Hill, secretary. 


How to Merchandise Smooth 
Surface Floor Coverings 


(Continued from page 56) 


ering in an unusual installation, 
have photos of it to show to your 
prospects. If the installation re- 
placed worn floor covering or a 
previously bare floor, the “before” 
and “after” angles will have an 
effective selling appeal. 


21—Give thought to color 


Find out the color of the room 
or rooms for which the material 
is being purchased. Using color 
guides offered by floor covering 
manufacturers will help the cus- 
tomer get harmonizing or prop- 
erly contrasting color schemes. 
And using color guides provided 
by paint manufacturers may even 
help sell an order of paint and re- 
lated lines for a room when the 
owner is not interested in linoleum 
wall covering. 


22—Sell the extras 


For customer satisfaction and 
better profits, try to sell each pur- 
chaser of burlap back linoleum 
extras in the form of felt to be 
placed and cemented between the 
floor and the floor covering. Em- 
phasize the fact that it is a neces- 
sity. Also try to sell the proper 
types of wax, dust mops and wax 
applicators for all types of smooth 
surface floor covering and advise 
the customer to use castor cups o- 
flat metal glides under movable 
furniture or equipment to protect 
the surface. 


23—Feature the best sellers 


No matter what method you use 
in displaying floor coverings, al- 
ways prominently feature the best 
sellers. 


24—Have an adequate stock 


Adequate stocks of floor cover- 
ings are a vital necessity in doing 
a really good business in these 
lines. The assistance of the rep- 
resentative of your source of sup- 
ply will be an invaluable aid in 
determining what would constitute 
an adequate stock for your trade 
area. 
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“HOW THAT YOUVE BOUGHT 
A COUPLE OF RAFFLE TICKETS ON A THANKSGIVING TURKEY 


THE ROASTER — HOW ABOUT, 
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the home, And va lik feal need eround IDEA 
and PROSPER! 


do its job efficiently and well, there’s a real 

demand for this “handy pair.” Thus, they GO 

TOGETHER because of the very noture of the 

job they do and they GO TOGETHER over 

retail counters—to the profitable advan- 

tage of dealers who stock them. 

@ FREE DISPLAY. A _ revolving All-Metal 

Counter Display free with your order for 

72 packets of Moore Push-Pins, Push-less 

Hangers. Specify Cabinet No. 720 More and more BUGS are crawling 


MOORE PUSH-PIN COMPANY 2 & 4 7am 


é | TOGETHER What with shortages...you'd better 
Moore Push-Pins and Push TY Busha | GET THE i fell 
ote me dh M4: 
1 om 





into the trees, destroying fruit and 


113-25 BERKLEY STREET, PHILADELPHIA, PENNA 


food, ruining property values. EVERY - 


ONE who owns even a single tree is 





HARNESS HARDWARE 
for HARD WEAR 
{and PROFITS for YOU!) 


your prospect for Tree Tanglefoot. 
Selling Tree Tanglefoot is not only a 
patriotic duty but a profit opportu- 


nity, especially since so many other 





products are curtailed. Ask your job- 


ber—see the national Tree Tangle- 








foot ad campaign—the national 


IMPERIAL’S complete line of har- 
ness hardware has been built to 
“take it” through years of rough 
and ready use. Sturdy, long-last- 
ing—it serves your customers better, satisfies your 
customers more! Specify IMPERIAL harness hard- 
ware from your jobber today! There is an IMPERIAL 


product to serve every harness hardware use. Order THE TANGLEFOOT COMPANY 


your supply now! 
IMPERIAL BIT & SNAP CO. RACINE, WIS. || GRAND RAPIDS, MICHIGAN 


publicity — the local tie-ins with free 





publicity —the strong, self-selling store 
displays! BUT—act now! Bug control 
STARTS BEFORE tree buds appear! 























Be Wise! 






* NEW “VICTORY” BASKET! 


Conserves materials with minimum sacrifice of strength . . . 





New “Victory” finish (no pure tin available) .. . Simplified 
line — five popular sizes and styles . . . Allocations — * 
due to national emergency, fewer bike baskets will be 


manufactured. Of those made, quantities will be fairly 


and justly allocated to customers of good standing. 5 








All Chicago Padlocks 
Lock BOTH SIDES 
of the Shackle 








That's Why Chicago 
Locks—Sell Faster! 


Yes, sir—selling this Chicago Lock 





“DOUBLE SECURITY" makes 
every sale win you EXTRA Cus 
tomer Good Will . . . CHICAGO 
LOCKS enable YOU to meet Price 
Competition—on a Quality Basis 

and still enjoy a good normal profit 
.. . Remember—there’s a CHICAGO 
LOCK for Every Need .. . Investi 
gate... Ask your Jobber—or write 


AMERICA’S FIRST—FOR OVER 30 YEARS! 


THE WASHBURN COMPANY «+ WORCESTER, MASS. « ROCKFORD, ILL. 


CHICAGO LOCK Co. 
2024 N. Racine Ave. 
(Dept. H.A.F.), Chicago 
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Clansihied Opportumitien Section... 





Use this section ta reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





[ Chansified Adwentining Rater 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words..... $4.00 
All capitals, maximum, 50 words.... 5.00 
Each additional word...... .08 
Positions Wanted 
(Special Rate) set solid, maximum 
DE «ean keaned be dbdcnse enna $1.00 
Each additional word .05 


Allow Seven Words for Keyed Address 0 or Your Address 


BOXED DISPLAY RATES 
One inch 
Each additional inch 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 

4 insertions, 5% off; 8 insertions, 10% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 





Samples of Merchandise, Literature, 
Catalogs, etc., will not be forwarded to 
box number advertisers unless accom- 
panied by sufficient postage for remail- 

















HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 

- @e- 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York City 











| Positions Wanted 


Help Wanted 





| 


||| Business Opportunities | 





STORE OR DEPARTMENT MANAGER 
CHAIN store trained in modern merchandising 
methods Thoroughly experienced in hardware, 
power tools, mill supplies, plumbing and heating, 
building materials, electrical and paint, seeks 
connection with progressively-minded independent | 
distributor Lacation no object Age 38, mar 


ried. Address Box H-24, care of HAarpware AGe, 
100 E. 42nd St., N. Y. City 
} 
HIGH GRADE MANUFACTURER’S REP 


RESENTATIVE, covering Indiana and Michi 
gan wants additional product of established manu 
facturer, to sell to jobbers. This man is firmly 
established with jobbers of hardware, electrical 
products, mill supplies, water heaters, etc. Also | 
has wide and favorable acquaintance with larger | 


retail outlets in territory. Permanently settled. | 
Owns home. Address Box H-26, care of Harp 
ware Ace, 100 E. 42nd St., N. Y. City. 











| Accounts Wanted 





| experience, 
| dress 


WA TWO HARDWARE SALES. | 
MEN, Nc TP ABL E of the inside or outside job; 
experience in tools, hardware, mill or marine 


supplies preferable. This concern is located in a 
Virginia Defense Area. This is a good oppor- 
tunity for the right man. Write, giving details, 
references, and expected salary. Ad 
Box H-25, care of HarpWare AGe, 
E. 42nd Street. N. Y. City. 








[Sales Repreventoiives Wanted | 











PAINT DISTRIBUTORS 


Well-known quality paint manufac- 
turer for over fifty years, located in 
Pittsburgh, Pennsylvania, desires dis- 
tributors in eastern, mid-western, and 
southern states. 
Address Box H-16, care of HARDWARE AGE 
100 E. 42nd St., N. Y. City 








100 | 





FLUORESCENT LIGHTING 


BUY DIRECT—from Factory at Dis- 
tributors Prices. COMPLETE LINE— 
for Industrial and Home Use. 100%— 
G.E. Parts and Lamps. Descriptive, 
illustrated circular— FREE. McG 

RADIO COMPANY, F-2196, Kansas 











City, Mo. 
FOR SALE: GENERAL HARDWARE 
STORE now doing a profitable business; good 


location; stock and fixtures of about $12,000 to 
be sold at private sale for cash to settle Decedent’s 


Estate. Address—Johnston & Johnston, Attor- 
neys at Law, Bellefonte, Pa. 

FOR SALE—SEED AND GARDEN supply 
store in excellent location in Greenwich, Conn., 
fully equipped for immediate occupancy. Stock 
includes—implements of all kinds, fertilizers, in- 
secticides, etc. Wonderful opportunity for ex- 
perienced party. Reason for  selling—“Owner 
drafted’”” and present owner unable to give the 
business full attention. Inquire of —H-23, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 














MANUFACTURERS 


Additional HARDWARE, HOUSEWARES 
ALLIED LINES wanted by members of the New 
York Hardware Boosters. Membership consists of 
alert salesmen with profitable contacts among 
wholesalers, retailers, and mill supply distributors 
throughout the eastern and middle Atlantic States 
Address Box E-530, care of HARDWARE AGE 
100 E. 42nd St., New York City 


and 














DESIRE ADDITIONAL LINE OF GARDEN 
FURNITURE, principally beach chairs and um- 
brellas. Have large following in department 
stores, hardware stores, -jobbers, housefurnishing 
and retail stores. Territory covered — Long | 
Island, Staten Island, and New Jersey. Drive 
own car. Would appreciate an interview. Ad- 
dress Box H-20, care of Harpware Ace, 100 E. 
42nd St.. N. Y. City. 


CANADA — ESTABLISHED MANUFAC. 
TURERS’ AGENT DESIRES nationally adver- 
tised line shelf and builders’ hardware, tools, etc. 
Ontario, Quebec and Maritimes. Address Box 
H-22, care of Harpware Ace, 100 E. 42nd St., 
N. Y. City. 











MANUFACTURERS’ REPRESENTATIVES. 
TERRITORY SOUTH OF Ohio River, 
Mississippi. To salesmen operating in 
ritory we offer an attractive line. 
through mill supply acta and manufacturers. 
Exclusive territory. Salesmen operating in_ sev- 
eral states not wanted. Salesmen given credit on 
all orders originating in their territory. Name 
states covered. Also manufacturers you now 
represent. Address Box H-19, care of HARDWARE 
Ace, 100 E. 42nd St., N. Y. City. 





SALESMAN OR SALESFIRM WANTED 
WITH established trade for special Casein Glue 
Powder. High-grade product. Calling on hard- 
ware-stores, wood-workers. Fast selling sideline 
on commission basis. Address Box H-18, care of 
Harpware Ace, 100 E, 42nd St., N. Y. City. 





OHIO TERRITORY. ESTABLISHED, RE- 
LIABLE MANUFACTURER OF transmission 
supplies requires services of hard working manu- 
facturer’s representative calling on miil supply 
and wholesale hardware trade. Commission basis. 
Address Box H-21, care of Harpware Ace, 100 
| E. 42nd St.. N. Y. City. 
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east of | 
this ter- | 
Distributed 











There’s a Mine 
of Information 


vitally-important 
facts, live merchan- 
dising ideas and 
sales-producing 
methods in HARD- 
WARE AGE. Make 
it a habit to read 
your business paper 
regularly and thor- 
oughly. 
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GE 


Simplify Your Stock Taking with the 
Harpware Ace Wuirte Inventory SHEEts 


Actual size of sheets 9% by 12 inches over all; writing area 

8'/2 by I1'/2 inches. Sheets printed on both sides of good 
white bond paper, with 28 entry lines on each side. PRICE $1 
for 200 sheets (400 pages) plus 25¢ mailing charge. 


















































You can make your annual inventory taking an 
easier, surer job by using the HARDWARE AGE 
WHITE INVENTORY SHEETS which 1,000 


leading retail hardware dealers helped us design. 


From the many suggestions received this sheet 
was designed to sell at a new low price — 200 
sheets for only $1, plus a 25¢ mailing charge. As 
these sheets are printed on both sides of good 
white bond paper, this means you really get 
400 pages of inventory record sheets. Each side 
of the sheet has room for 28 items. Your $1.25 
investment provides inventory space for 11,200 
items. 


During the past years, thousands of retail hard- 
ware dealers and wholesalers have used millions 
of HARDWARE AGE Inventory Sheets because 
they found them simple, convenient and handy 
to use. The WHITE INVENTORY SHEETS are 


the best ever—theyv are even more smupie, mure 
convenient and easier to use. Our entire effort 
was directed toward making your annual inven 
tory taking an easier and surer undertaking. 


These WHITE INVENTORY SHEETS will 
fit the HARDWARE AGE Inventory Sheet Bind. 
ers which are used by thousands of dealers who 
reorder their Inventory Sheets from us year in 
and year out. 


Due to the exceptional low price at which 


_ these sheets are sold and which applies to the 


United States and its possessions only, please 
have your money order or check accompany 
your order. 

Make your inventory taking this year easier 
and surer with these WHITE INVENTORY 
SHEETS. Use the coupon below to order your 
supply today. 





senitnenedtnsnebesinnaannannc tt AW GDR acesotscsnnaiinaiasennwiianen 


HARDWARE AGE 25 
100 East 42nd Street, New York, N. Y. 
Gentlemen: 
Here is my $ .« Please send me........... hundred white HARDWARE AGE Inventory Sheets (200 for $1.00. plus 25¢ mailing 
charge). Also send me . Binders (50¢ each). Send these to me by return mail. 
| a ner Er wer bate ie Mater tr begat Ober ee ee sg dh pas Sheer, ts 
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PURE OIL COLORS 


All triple ground in 
pure linseed oil. 30 
standard colors. In 3 
sizes of lithographed 
tubes, also cans. 
Beautiful Metal Dis- 
play Cabinet FREE. 
y 


38 


? Other Fast Sellers 












@Write iy catalogand prices 


SHEFFIELD BRONZE POWDER & STENCIL CO. 


CLEVELAND, OHIO 















re Picnic Stoves for 
Sure-Fire Appeal 


Red-hot items for volume sales 
next Summer — Union’s HI-LO 
Camp Stoves. Picnickers love 
these features: ‘Pan-less”’ 
cooking, 4-way cooking, wind- 
guards, 3-way heat control, 
sturdy construction. Two pop- 
viar sizes. FREE sales helps. 
Order early from your jobber. 


UNION STEEL PRODUCTS CO. “Scu,35P ERS" 


MERCURY 
BICYCLES 


The de luxe line priced 
for the volume market 


THE MURRAY OHIO MFG. CO. 


CLEVELAND, OHIO 




















Geni" DOMES Xf SILENCE 


SLIDE SILENTLY- SOFTLY-SMOCTHLY 











40c SET-10c SET-10c SET SAVE FURNITURE 

& FLOORS - CREATE QUIET 
4 Name “Domes of Silence’ 
TO A on each genuine Glide. 








Domes of Sil — Rubber Cushion Glides 








For Tile, Marble, Cement and Bathroom Floors. 
Noiseless. Sizes for metal beds, wood beds, large 
chairs and all furniture. 


Ask your Jobber 


DOMES of SILENCE nc. 
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A 
Acme Steel Co. 


9 


American Chain & Cable Co., 


Inc. 

American Chain Div. 
American Mfg. Co. 
American Pad & Textile Co. 
American Red Cross 
American Safety Razor Corp. 
American Steel & Wire Co. . 
Ames Baldwin Wyoming Co. 
Archer Daniels Midland Co. 
Aridye Corp. 

Atkins & Co., E. C. 


Auto Strop Sales Co., Inc. ...... 


Baker Mfg. Co. 

Bassick Co., The 

Berea Abrasives 

Bissell Carpet Sweeper Co. 
Boston Woven Hose & Rubber Co. 
Briggs & Stratton Corp. 

Brooks & Sons, M. S. 

Bu Iders' Hdwe. Text Book ... 4 
Burgess Seed & Plant Co. 


Cc 


Carborundum Co. 

Carey Mig. Co., Philip 
Carnegie-illinois Steel Corp. 
Cheney Hammer Corp., Henry 
Chicago Lock Co. 

Chicago Roller Skate Co. 
Chicago Spring Hinge Co. 
Cleveland Wire Spring Co., The 
Cole Hot Blast Mfg. Co. 
Columbia Steel Co. 
Columbian Rope Co. 
Columbian Vise & Mfg. Co. 
Congoleum-Nairn, Inc. 

Cook Co., H. C., The 

Cory Glass Coffee Brewer Co. 
Crescent Tool Co. 

Cross, W. W. 


D 


Diamond Calk Horseshoe Co. 
Domes of Silence, Inc. 
Draper, Maynard Co. 


Edlund Co. 
Elastic Tip Co., The 
Empire Level Mfg. Co. 


Fairbanks Co. 
Fairbanks, Morse & Co. 
Fletcher Terry Co. 
Flofence Stove Co. 
Franklin Glue Co. 


G 


General Electric Co. 
Lamp Div. 
Gephart Mfg. Co. 


Gibson Electric Refrigerator Corp. 
! 


Gibson Good Tools, Inc. 
Gillette Safety Razor Co. 
Greenfield Tap & Die Corp. 
Greenlee Tool Co. 

Griffin Mfg. Co. 


H 


Hazard Insulated Wire Works 
Heller & Co., W. 

Hoyt & Worthen Tanning Corp. 
Huenefeld Co. 


Ideal Cabinet Corp. 
Imperial Bit & Snap Co 
Independent Lock Co. 
Indiana Steel & Wire Co. 
Ingersoll Steel & Disc Div. 


J 
Jackson Mfg. Co. 


36 
2 

4, 85 
73 

21 


. 28-29 
9 


103 


103 
116 
115 
28-29 
121 
15 
7 
116 
113 
24 
117 


tl 
120 
105 


105 


30 
113 
116 
124 


112 
117 


12 
123 
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K 
Kawneer Co. 87 
Keystone Steel & Wire Co. él 
M 
M. & M. Mfg. Co. Ww 
Master Lock Co. bet 31 
McCormick Sales Co. 108, 110 
Megow's ton 
Metal Textile Corp. 105 
Miami Cabinet Div. 86 
M'icor Steel Co. 122 
Miller, Inc., Robert E. 120 
Moore Push- Pin Co. . W7 
Morse Tw'st Drill & Machine Co... 100 
Moto-Mower Co. 82 
Murray Ohio M‘g. Co 120 
Myers & Bro. Co., The F. E. 101 
N 
National Mfg. Co 26 
National Screen Co. 83 
Najional Screw & Mfg. Co. 23 
Ney Mfg. Co. 121 
Nicholson File Co. 34 
° 
Okonite Co. 30 
Oxford Tool Co. 116 
P 
Parker-McCrory M’g. Co. — 
Patent Novelty Co. mS 
Pittsburgh Steel Co. . 63 
Porter, Inc., H. K. it 
Premax Prods. . 10 
Prime Mfg. Co. % 
Progressive Mfg. Co. 105 
o 
Ray-O-Vac Co. 65 
Red Head Brand Mfg. Co. ? 
Remington Arms Co., Inc. 57 
Reynolds Wire Co. . & 
Rochester Sash Balance Co. . We 
Ss 
Sand's Level & Tool Co. 121 
Schalk Chemical Co. 16-17 
Schroeder & Tremayne, Inc. . 8 
Sewerage Commission Ww 
Sheffield Bronze Powder & Sten- 
cil Co. 120 
Sherman Mfg. Co., H. B. bi] 
Smith, Inc., Landon P. 107 
Socony-Vacuum Oil Co. 12 
Stanley Tools 5 
Stanley Works 113 
Stearns & Co., E. C. 6 
Superior Fastener Corp. 114 
T 
Tanglefoot Co., The 117 
Technical Glass Co. 79 
Tennessee Coal, Iron & Railroad 
Co. . 20 
Treasury Dept. 15 
Troy File Works 116 
U 
Union Fork & Hoe Co. | 
Union Hardware Co. 109 
Union Steel Prods. Co. 120 
United States Steel Corp.... 28-29 
Upson Bros., Inc. 121 
v 
Vichek Tool Co., The 90 
Ww 
Wagner Mfg. Co., E. R....... 103 
Washburn Co., The... seeecacek wae 
Whitney Carriage Co., F. A. * 
Wickwire Bros., Inc.............. 8 
Witt Cornice Co. ess? 
Wright Steel & Wire Co., G. F... 113 
Y 
Yale & Towne Mfg. Co......... - "a 
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ONS’ World’s Standard for Haif a Century CARPENTERS WOOD 


No lati SAND’S LEVELS AND —e 


SAND'S-STEVENS TELL THE TRUTH TILE SETTERS WOOD 


SURFACE AND LINE : AND ALUMINUM 
SAND’S LEVEL & TOOL CO. 8631 Gratiot Ave. Detroit, Mich. cities 


"FACTORY 5h oon WRITE 
BUILT-IN ACCURACY” | ~ |) FOR CATALOG 


M 
A 


















A Profitable Seller MOLDED RUBBER GOODS SPECIALTIES 


That's in Growing Demand Plain and Mushroom Bumpers — Suction Rubbers 


FULTON AIRMOISTENER |) mmo t Oe A 


| Ss 
i479 y 
120 REL 4s 
. 101 an There’s still plenty of time this season to cash in 
on the increasing demand for a2ir moistening, rec- 
ommended by doctors and health authorities. Sell the 
Fulton Airmoistener, which fits between the radiator 



















































































































% coils, where evaporation is greatest because of heat on all sides. 
83 Made of one-piece rust-resisting metal; aluminum or bronze finish; 1 and 1% quart 6 
23 sizes. Concealed water pan that cannot tip over Popular price permits one on every 
121 radiator Sell several for each building, and at a good profit ' C TI Pp C 0 
34 Fulton line also includes Airmoisteners for Wall and Floor Registers T W r 2 A A “ T os 
Ask your Wholesaler About Our Low Prices 
SEND FOR CATALOG 370 ATLANTIC AVE. 
30 
116 OF COMPLETE LINE #67 BOSTON, MASS. 
33 “4 
= MH a | ch A 
WH ; ‘ie y 
Ho HOLD- F. 1: F Automatic Grip Standard [ Srerywhere 
% 
; ] “7 
SCREWDRIVERS [| HARDWARE SPECIALTIES 
Even if a man owns a dozen Hold-E-Zee feature — you get Overhead Conveyors, Conveyor Track, Switches, 
er i buy ee 5 Oe ee Tackle Block Hoists, Wire Stretchers, Weldless 
S 7 py Ses coe wate See Chain, Chain Goods, Door Hangers, Door Track, 
57 — ‘oe. first screwdriver, he'll natu- insulating, unbreakable han- Holders, Latches, Wrought Goods, etc., etc. 
" | Sear ei —— 
116 P 
UPSON BROS., Inc.,94 Exchange St., Rochester, N.Y. Established 1879 
4 COLOR: ALSO HAYING TOOLS AND 
16-17 COUNTER DISPLAYS BARN EQUIPMENT 
is SELL THE EXTRA VALUE “Guaranteed to satisfy the user’ 
FINEST ‘ 
120 MATERIALS ee um THE NEY MFG. CO., CANTON, 0. 
a THROUGHOUT BRANCH HOUSE - COUNCIL BLUFFS, IA 
12 
3 | 
‘ ‘ 
114 asily yt t. ¢ 
: WET..DR ye ’ 
' 79 Pre-Waterproofed and Pre-Lubricated 
28-29 by Exclusive Methods yom om UR: @- a om 4 € 
15 
116 Makes Columbian Rope RELIABI Band 
more flexible PO PU LA RITY 
I Look for the 
Ho RED, WHITE ALWAYS LOOK FOR THE NAMI 
28-29 AND BLUE 
12! MARKER es 1 
COLUMBIAN “* ROPE ieee WAQUEIt 
rope — your 
PORE MAMMA customers do , r wist OR REA MER REW PLA re 
90 Columbian Rope C Auburn. N. Y 














103 Good Window Displays «* «© « «© «© © «© © @©& «© @ © @© @© @© a 4 





98 Do you realize that no one factor will draw people to your stores And many deaiers who require their own copy of Hardware Age 
8 like attractive window displays oi ble merch find it highly profitable to subscribe to extra copies for their sales 
lorce. 
B4 Hardware Age is continually reproducing such window displaye— The cost, $1.00 per year. is returned over and over in better 
its representatives are always on the lookout for new ideas. windows and increased trade. 


HARDWARE AGE, 100 East 42nd Street. New York City 
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efense Today... 


Helping to Build Your Sales Tomorrow 


OUR COUNTRY is engaged in an all-out full-speed program 
fighting to keep the American Way of Life. 

Milcor is helping in that program — supplying necessary 
building material for war construction, and manufacturing 
supplies and equipment for our armed forces. 


Because steel is on the critical list of materials, we cannot 


carry on our regular business in a normal way. But we are 
not forgetting our customers. We understand their need for 
our products in order to keep their businesses operating, and 
to help them meet the greater opportunities which lie ahead. 
Beyond our first obligation now to aid the war program, we 
will continue to ship on a restricted basis in proportion to 
the amount of raw material available. F-227B 
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YOULL FIND THEM 


On the - 
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INGERSOLL SZ.4 
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BOSS means BEST int 


KEROSENE 
RANGES 


xk Brilliant Reauty 
x Gtreamlined Style 


x Exclusive Features 


> _—ae * Cooking Economy 


* A Complete Kerosene Fueled Line of 
BOSS EASY-TO-SEE..EASY-TO-SELL RANGES @ STOVES @ HEATERS 
FEATURES MEAN EASIER SELLING : — 
—MORE SALES— BETTER PROFITS 








| 


Boss Kerosene Ranges, Stoves and Heaters contain new 
exclusive convenience: features which ‘‘sell on sight’’— 
Take the Boss Road to Greater Volume—Greater Profits. 










4 *Burner ——— 


with ‘Glass in Oven Console Range with 
Door" “Glass in Oven 
Door’’ 





5 Burner Leg Type 3 Burner Cabinet 
Console Range Stove with Recessed 
Shelf Mantel 








1 Burner Room 2 Scsnor Raa 3 Burner 2 Way 
Heater Heater Room Heate’ 


‘BOSS. nanccs: STOVES * OVENS « HEATERS 
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